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THE CUMULATIVE EFFECTS OF 
ADVERTISING. 
By Miller Purvis. 

No article was ever made that was so 
good that it was its own best advertise- 
ment. This claim is often made for a 
good many things that are advertised, 
and ads of proprietary articles often 
intimate that the great sale for that 
article grew out of a demand that 
sprung up because of its intrinsic 
merit. 

Every one who is interested in adver- 
tising knows that there are hundreds 
of articles on sale over the country that 
would never have been known to the 


general public had it not been for the 
advertising of them in one way or 
another. 

Ayer’s or Hood’s might have been 
known locally if they had not been ad- 


vertised, but the demand that now 
exists for these two medicines would 
never have come about if it had not 
been for persistent advertising. There 
are probably thousands of bottles sold 
each year to those who go to the drug 
store and call for one of the two, not 
because they really think either of 
them better than a preparation the 
druggist could put up, but because 
they have seen the name so often that 
the article and the name of the pro- 
prietor is associated in their mind from 
seeing the two together so often. 

If an article became so well known 
that it would advertise itself there 
would be a good many medicines on 
the market to-day that are not to be 
found. There was a time when 
Drake’s Plantation Bitters were as 
well and favorably known as Hostet- 
ter’s, yet Drake’s have disappeared and 
Hostetter’s are sold in increasing 
quantities. 

Helmbold’s name was once in every 
one’s mouth, but he is now forgotten, 
not necessarily because he lost his 
mental balance, but because when his 
mind became affected his advertising 
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stopped, and a remedy that was the 
source of a fortune dropped out of 
sight. 

People do not buy things, whether it 
be baking powder or pills, unless they 
are kept constantly in mind of them by 
some method of advertising. The 
longer the advertising runs the more 
effect the expenditure of the same 
amount produces. A new baking 
powder put on the market and adver- 
tised as liberally as the Royal is would 
not probably meet with one-tenth the 
sales the first year that Royal does. It 
might be ‘‘absolutely pure’’ and 
backed up by the best authority on 
earth, and still not meet with favor at 
first, though continual advertising 
would probably bring it up alongside 
the Royal. 

An article once advertised begins to 
lose place in public favor as soon as 
the advertising ceases, and the longer 
it is allowed to remain from public 
view the harder it will be to restore it 
to its former favor. 

This brings me to the point I want 
to make. During the recent attack of 
financial dyspepsia which the nation 
has been suffering from many adver- 
tisers have discontinued their ads, 
from a belief that it would not pay to 
advertise to a people who are not 
spending their money How unwise 
this course has been will appear when 
the tide turns. The man who has kept 
on advertising will begin to get orders 
the instant trade begins to improve, 
because the public will know that he 
is still in business and ready to fill 
orders. 

The man who stopped advertising 
will not find out that business has be- 
gun once more until he observes the 
activity of his more enterprising neigh- 
bor, and by the time he has got his 
ads placed, and they have run long 
enough for the public to begin to no- 
tice them, his neighbor will have taken 
the cream of the trade, and he will find 
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how much harder it is to fall behind 
the procession and then catch up than 
it would have been to have kept step 
when he was in line. 

A large part of all the advertising 
placed must run a few weeks before 
encouraging results can possibly be 
received. This is especially true of 
the larger papers that circulate in the 
country. I have sometimes felt some- 
thing like pity for the man who placed 
an order for one or two times in some 
of the papers that I have been con- 
nected with, because I felt that he was 
taking a large risk, while I knew that 
continuous advertising in the same pa- 
pers brought resuits every time. 

People who buy from advertising are 
usually deliberate in making their pur- 
chases. They see an ad and think 
they will send for the article adver- 
tised, but neglect it till they see it 
again and often they put the matter 
off for weeks. Each time they see the 
ad their determination to purchase 
the article becomes stronger until 
finally they order it. If, while they 
are thinking it over, the ad stops run- 
ning the desire for the article fades 
from their minds and the valuable re- 
sults that had been accumulating are 
lost to the advertiser. 

As I write this I can think of but 
one kind of advertising that brings 
immediate and profitable results. That 
is the ads of great department stores 
in the larger cities, where one-day bar- 
gains are the rule. In the very hu- 
man desire to get something for less 
than it is worth purchasers are attract- 
ed by offerings of bargains, and within 
twenty-four hours the ad_ has paid if 
it was well presented. Even in the 
big stores the advertising has cumula- 
tive effects, for a series of bargain of- 
fers repeated day after day for months 
and years gives the merchant advertis- 
ing a certain reputation for giving bar- 
gains that adds effectiveness to every 
announcement he makes. 

What is called the ‘‘ good-will” of 
a business is merely the cumulative 
effect of continuity. So with an ad; 
the longer it runs, the greater its value. 
A business that had been continued 
for fifty years would lose its good-will 
in twelve months if once stopped, and 
very few men would care to pay much 
for it. Once advertising is stopped, 
its cumulative effect is lost, and the 
longer it remains dead, the harder it 
will be to make it effective when 
Started again. 








UNDER THE SURFACE. 

By John C. Graham. 

It isa common mistake to suppose 
that the full effects of advertising are 
easily or quickly seen. It is a still 
greater error to condemn advertising 
because its results are not immediately 
apparent. It is not wise, in many 
cases, to expect rapid returns, and it 
is mever sensible to believe that the 
drawing power of a good advertise- 
ment is dead. 

There never yet was a good ad writ- 
ten that did not have a lingering effect. 
Whatever prompt profits it brought 
there was certainly an aftermath of 
orders, growing fewer and fewer as 
the ad became older, no doubt, but 
still showing even the dwindling re- 
sults of a fixed cause. There is more 
in an ad than what is on the surface. 
The full effects are never in sight. 
The force of a really good advertise- 
ment goes deeper than many imagine. 
It sets people thinking, often before 
they are able to buy. The buying 
part may be, and often is, done long 
after the ad has been seen, but its in- 
fluence has been at work ‘‘under the 
surface” all the time, and when the 
purchaser has the money he remem- 
bers the ad that set him thinking, and 
acts accordingly. 

In estimating the results or profits 
of a particular ad, therefore, it is wise 
to make some little allowance for 
‘‘late returns,’”’ and this is more em- 
phatically the case when a magazine is 
the medium. Stray orders have fre- 
quently been traceable some years after 
an ad appeared, but, as a rule, several 
months may reasonably be allowed for 
receiving ‘‘ scattering” orders. Some- 
times it is not the person that sees the 
ad who buys the goods, but he or she, 
after seeing the announcement, may 
speak to friends about it and so the 
seed is sown. In country districts it 
often happens that magazines are bor- 
rowed and read long after the date of 
their publication, and in such instances 
the ad is only just beginning to get in 
its work. 

When we reflect that magazine read- 
ers generally are people of leisure, it is 
not difficult to account for much of 
their tardiness in ipentieg to adver- 
tisements. Their wants are not al- 
ways urgent, therefore, they can wait, 
and the advertiser must wait also for 
what is ‘‘ under the surface.” 


—_ 
Aps to sell fans should create a breeze. 
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FIFTY YEARS OF JEWELRY AD- 
VERTISING. 


Cc. D. PEACOCK, OF CHICAGO, INTER- 
VIEWED ON JEWELRY ADVERTISING 
—WHAT EXPERIENCE HAS TAUGHT 
HIM—ABOUT MEDIUMS AND POSITION 
IN THEM— MR. PEACOCK’S CATA- 
LOGUE— SEASONABLE ADVERTISING 
—CUTS AND ILLUSTRATIONS—BAR- 
GAINS AND LOW-PRICED GOODs. 
Mr. C. D. Peacock is one of the 

oldest retail jewelers in Chicago. Es- 
tablished in 1837, his store at the cor- 
ner of State and Madison streets is the 
center of the bon ton jewelry trade of 
the Garden City. It is a large, bright, 
roomy establishment, teeming with 
jeweled attractions, and the walls are 
exquisitely decorated with a frieze of 
peacocks—artistic and suggestive not 
only of the proprietor’s name, but of 
the dainty elegance of his business. 

Mr. Peacock has had half a century 
of experience as an advertiser. He is 
a generous user of advertising space 
to-day. He guides his advertising ex- 
penditures in the light of his experi- 
ence. 

I had a talk the other day about ad- 
vertising, past and present—about me- 
diums and form and other things. He 
is pleasant, genial and interesting, both 
on account of the long journey he has 
taken on the advertising road and the 
incisive reasons he has for his present 
methods of reaching the public ear— 
and purse. 

A little incident happened just as I 
sat down for a chat with Mr. Peacock. 
An elderly, out-of-town gentleman 
came up to him and said: ‘‘ Mr. Pea- 
cock, I bought a watch here two years 
ago fora son of mine. I have another 
son and I want another watch just like 
it for him.’’ Inside of five minutes 
the old gentleman was looking at 
watches that were ‘‘ just like” the one 
he bought two years ago, and I had 
had an object lesson in Mr. Peacock’s 
way of holding customers though they 
be but occasional. 

‘‘You’re a pretty firm believer in 
advertising for jewelers, aren’t you, 
Mr. Peacock ?” 

Mr. Peacock smiled. ‘* Well,” said 
he, ‘‘I do not think I should care to 
undertake to do business without it. 
We began to advertise over fifty years 
ago by inserting reading notices in the 
daily papers here in Chicago. It 
would be hard work to change now.” 


“You pin your faith to the daily 
paper as an advertising medium ?”’ 

** IT believe that beyond a doubt the 
great dailies are easily the best me- 
diums to use for city business.” 

‘Which ones do you use?” 

‘* Practically all of them.” 

‘* Use any of the general mediums?” 

**Oh, yes, for our mail order busi 
ness. 

**What do you use for that ?” 

‘** Magazines, religious papers and 
booklets or catalogues.”’ 

** What do you think of booklets, by 
the way ?” 

‘** Well, my booklets are catalogues, 
and I believe in them firmly. I think 
they appeal more directly to the pur- 
chaser than anything else I could use. 
I send out a good many of them every 
year. Last autumn I distributed 
30,000.”’ 

‘** To whom do you send them ?” 

‘We have a certain territory from 
which we draw our trade. We send 
the booklets to a list of names in each 
town. These lists consist first of our 
old customers. Then we get some 
one in each town to supplement this 
with the names and addresses of pos- 
sible customers. These we pay for.” 

Mr. Peacock gave me one of his last 
year’s booklets. It is, I think, the 
finest example of catalogue work I ever 
saw. It is a book about 7x8, hand- 
somely bound in heavy morocco, con- 
taining about I00 pages, printed upon 
very heavy coated paper. The sub- 
ject matter is divided into three parts : 
Diamonds and precious stones; gold 
jewelry and watches, and silver novel- 
ties Every other page throughout 
the book is given to illustration in col- 
ors. Ona dark blue background, the 
yeliow forthe gold, white for diamonds 
and silver, and tints for the other pre- 
cious stones, make each illustration as 
near a perfect reproduction of the real 
articles as can be imagined. The copy 
of the booklet which Mr. Peacock gave 
me is the one which he sends to his 
special list of customers—‘“‘ blue list,” 
he calls it. But it differs from the one 
which he sends out by the thousand 
only in the morocco cover and in the 
slightly higher grade of paper used. 
It is a work of art. 

‘* What class of magazines do you 
use, Mr. Peacock ?’’ 

‘*The high-grade magazines solely. 
It is my aim to keep the standard of 
my advertising abreast of my reputa- 
tion, Then, too, I believe that the 
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magazines with the better, more intel- 
ligent class of readers, which usually 
goes with wealth, are undoubtedly of 
far greater benefit to the advertiser of 
high-grade jewelry than the cheaper 
magazines can possibly be.”’ 

‘** What ones do you use? 

“Oh, Harper's, Century, Scribner's, 
McClure's.”" 

‘Use any weeklies ?” 

el 

**You say you use the religious pa- 
pers. How do they pay you ?” 

‘The readers of religious papers 
buy goods. They have some standing 
in the community. I believe in reiig- 
ious mediums.”’ 

‘*Do you make any point of position 
in your advertising in general me- 
diums ?” 

‘Indeed I do. I have a well fixed 
idea that position in a medium is two- 
thirds of the battle. I use anywhere 
from a quarter to a full page, every 
time, and always try to be in good 
company. I was once told, by the 
way, that if you want to advertise in a 
magazine and get results, put your ad 
next to that of a fancy soap—it’s sure 
to catch the ladies’ eyes.” 

‘* Your advertising appeals especially 
to women, then ?”’ 

**T should think so from the number 
of women who come into the store. 
But then women are the chief consum- 
ers of jewelry, anyway.” 

**Do you do anything to make your 
advertising particularly feminine in any 
way ?”’ 

**No. We use plain, hard-sense ads. 
We talk to woman as a sensible creat- 
ure.” 

**Do you advertise all the year 
round ?” 

‘* No; only in seasons,”’ 

“Which ?” 

‘**Principally the autumn and the 
winter. That’s when the farmer and 
the out-of-town merchant do their 
spending. It's the marriage season 
and the gift season. It’s the habitual 
buying time. I think that two-thirds 
of the movement of merchandise is in 
the autumn.” 

** You use illustrations, do you not ?” 

**Yes. Iam inclined to the use of 
special cuts, or original type.”’ 

‘* Illustrations of the article offered ?” 

**In the magazines, to quite an ex- 
tent. In the newspapers, irregular 
type—that is, wood-cut designs.” 

‘*Do you advertise prices ?”’ 

“‘Very rarely.” 


” 


INK. 


‘* Low-priced goods to attract at- 
tention ?”’ 

‘* If you mean bargains, never. We 
keep away from anything that is sen- 
sational. We strive to do a high grade 
of advertising for a high grade of goods 
and customers.” 

ARTHUR B. CHIVERS 





Must die to win 


is an expression that you, 
reader, have probably used as 
a reason for not insuring, but, 
as you must die, why not win? 
Besides, if you do insure, you 
have the satisfaction of know. 
ing that when the inevitable 
does come you have done your 
duty by the loved ones left be- 
hind. Look up the cash value, 
annua! dividend policy of the 
old reliable NEW ENGLAND MUT-. 
UAL LIFE Ins. co. There is no 
better. Send in your age for a 
specimen policy. 


CHAS. PDP. MILL. Gen'l Agent, 
New Englaod Life Buiiding. 





THIs advertisement from the Kansas 
City Journal uses as an argument for 
life insurance an objection that is usu- 
ally urged against it. Taking the bull 
by the horns in this manner often re- 
sults in producing an effective an 
nouncement. 


$42 buys our best dress suit, 
one that compares with any, where- 
ever made, 





THE way to get an effective adver- 
tising illustration is to call up in one’ 
mind the scene ~hat occurs when a1 
article bought is ‘consumed or put or 
and ‘‘ make a picture” of what occurs 
This advertisement furnishes a goox 
example. It is a familiar scene to al 
who don dress suits, and who are com 
pelled to call in the services of wite 
sweetheart or sister in adjusting that 
troublesome tie. 
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PEN AND CAMERA. 
By Charles Rollin Brainard. 

There is probably no road in the 
United States that has, in proportion 
to its mileage, spent a larger sum in 
advertising than the Wisconsin Central. 

The management did not wait for 
the building of a magnificent car for 
photography work, but devised a dif- 
ferent and most unique plan. 

When it was decided to utilize the 
camera in portraying the scenes of ro- 
mance and thrift along the line, two 
men were found who were able and 
willing to do a little ‘‘roughing it.” 
One was a journalist well known 
throughout the State; the other a 
photographer whose work took the 
gold medal at the Paris Exposition. 

An ordinary passenger car was sent 
to the shops; two seats next the closet 
were ripped out and a ‘‘dark room” 
built in the space; a small tank was 
put in above and a barrel of water 
supplied; a seat ripped out on either 
side and braces put in afforded oppor- 
tunity for two mattresses, one for each 
man. A pair of blankets completed 
the outfit. 

Other seats were ripped out and a 
table and typewriter substituted. In- 
structions were given along the line to 
see that the car lacked for nothing in 
the way of coal and water and general 
care, and it is needless to say that 
every order was carefully obeyed. 

The two men who had been dele- 
gated to do the work had been stran- 
gers to each other until they met in the 
passenger agent’s office. Their in- 
structions were short meter; ‘‘Gentle- 
men, we desire an illustrated book 
descriptive of the road. It may takea 
month for the work and it may take 
longer. We leave it to you.” 

The work was begun. The car was 
side-tracked wherever it was deemed 
advisable to call a halt. The journal- 
ist, at each town or station where the 
car stopped, made it his special as well 
as systematic duty to pay his respects 
to the various editorial fraternity there 
represented; courtesies were naturally 
exchanged, and information was hunted 
asa ferret would hunt a rat. Nega- 
tives of every important feature in the 
landscape were secured and shown to 
all interested visitors. Correspondence 
was indulged in with all newspapers 
along the line, until scarcely a paper 
could be taken from a hotel table that 
did not contain something adulatory 
concerning the expedition. 


While the two men, the genius of 
the pen and the genius of the camera, 
were busy, the local press was also 
busy. It gave remarkab!e descriptions 
and incidents, always truthful though 
sometimes highly colored, but ‘‘aw- 
fully readable” and literarily palatable. 

The editorial remarks were some- 
times so startling as to provoke a 
smile, but what mattered it? There 
was the car and there were the work- 
ers. The local press appreciated the 
fact and acted accordingly. 

The usual day’s programme was : To 
lock up the car, and, with camera and 
pencil, hunt the various points of in- 
terest within a radius of five miles; eat 
crackers and herring, if necessary, for 
lunch; return at fading day; develop 
the negatives; identify them by num- 
bers; elaborate and typewrite the in- 
formation secured; send a report of the 
day's proceedings to headquarters; en- 
tertain callers; make a record of every- 
thing important, and then wind up the 
day by curling up under the blankets. 

The result of that first special expe- 
dition was embodied in a beautiful 
specimen of printer’s work in the form 
of a little book elegantly bound and in 
white covers. Stitching after the or 
dinary methods, as well as wire fasten- 
ing, was entirely dispensed with. A 
new departure was indulged in. A 
silken, tasseled cord with a lover's 
knot did the binding. The book was 
elegantly printed and was incased ina 
specially prepared envelope. 

Throughout the entire book there 
was not one word that could by any 
possibility be construed into advertis- 
ing. It was all pure, graceful infor- 
mation. It was all information that 
the world at large would be glad to re- 
ceive and would fully appreciate. 

The only advertising feature discov- 
erable was ‘‘Compliments of the Wis- 
consin Central Railroad,” and this was 
not printed, but embossed without ink 
on the back of the white cover 

It proved an overwhelming success. 
Ten thousand copies were issued as a 
first edition, and it is safe to say that 
they were put where they would do 
the most good. 

No miscellaneoys scattering of these 
precious books was indulged in, and 
the elegance of the work was such that 
it is safe to say that not a single copy 
ever reached the waste basket, or was 
permitted to be destroyed in any way. 
At least ten thousand dollars was de 
voted to this one work, 
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Because it is 
the best news- 
paper printed. 
This is reason 
enough. 


Address 


THE SUN, 
NEW YORK. 
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PATENT MEDICINE MAKING. 


Exclusive of those connected with 
the advertising department, a numer- 
ous branch, and the stockholders in 
such of the concerns as are incorpo- 
rated, 10,000 men are engaged in the 
patent medicine manufactories of the 
United States, receiving collectively 
more than $4,000,000 a year in salaries 
and wages. There are 850 such man- 
ufactories, ranging in importance from 
those which flood the American and 
the foreign market with proprietary 
medicines, as they are technically 
called, down to the small laboratories 
or botanist shops, in which some par- 
ticular herb or root is, in a grudging 
and primitive manner, supplied to 
such persons as may have heard of its 
efficacy. The partiality of Americans 
for patent medicines is well known, 
and doctors—who don’t usually agree-- 
agree in declaring that the true reason 
of the extensive use of such medicines 
in the United States is to be found in 
the fact that dyspepsia is a genera] ail- 
ment, and that persons suffering from 
dyspepsia are prone to believe that 
they have some other ailment. Thus 
they become patent medicine patrons 
under conditions that recall the mem- 
orable remark of Col. Mulberry Sell- 
ers, the sanguine speculator, who, in 
describing the benefits of the ‘‘Ori- 
ental Eye Water,”’ the sale of which 
he believed would enrich him, declared 
that the more of it people used, the 
more of it they would need, and hence 
the sale once started would constantly 
increase in volume. 

Many of the patent medicines sold, 
if not, indeed, a majority of them, do 
not come under this description, for 
they are merely compounds in pleas- 
ant form and in palatable shape of 
drugs and medicines in constant use 
by physicians, and found efficacious in 
what is called general practice. Though 
it didn’t used to, New York City now 
stands at the head of the cities of the 
United States in the manufacture of 
patent medicines, with eighty-five fac- 
tories, giving employment to 1,000 
persons, at aggregate wages in excess 
of $700,000 a year. Philadelphia 
comes second, St. Louis third, New 
Haven fourth, and Lowell fifth. In 
proportion to its population Lowell is 
the American city which is most 
deeply interested in patent medicine 
manufacture. After Lowell comes 
Chicago, a poor sixth, It is a some- 
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what peculiar circumstance that though 
enormous quantities of patent medi- 
cines are sold in the South, and the 
ingredients for their manufacture come 
very largely from that section, few pat- 
ent medicines are made in the South, 
though New Orleans and Atlanta doa 
little in this line. The city of Balti- 
more seemed likely a few years ago to 
attain prominence in the manufacture 
of patent medicine, but recently it has 
fallen back 6n the list, while the city 
of Boston has been pushing steadily 
ahead. Providence is another New 
England city which is largely repre- 
sented in the manufacture of patent 
medicines. In New York State two 
other cities so represented are Buffalo 
and Rochester. In the West, outside 
of Chicago, St. Louis and Cincinnati, 
the city which does the largest busi- 
ness in patent medicines is Grand 
Rapids, Mich., and Peoria does a little 
in this line, but not very much. The 
exportation of American patent medi- 
cine is increasing, but the manufactur- 
ers continue nevertheless to appeal, 
with the greatest confidence, to the 
home market.—New York Sun. 





+o 
A GooD story may bear telling twice, 
But few advertising stories are good 
enough for repetition. 
i 





MANY advertisers who know how 
potent an eye attractor is the face of a 
pretty girl or pr woman .appear to 
think it necessary to use half-tone 
plates in order to get such‘an illustra- 
tion as will be effective. The picture 
of the girl above reproduced shows 
that a very attractive feminine face 
can be secured in an ordinary line 
drawing. 
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HistorY OF THE OREGONIAN 







OREGONIAN BUILDING IN 1853. | 
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The 
History of 


The 
Growth of 


OREGONIAN 


Is the history of the growth of the 
field it covers. 


ITS FIELD 
ee? Population 
PORTLAND (Orricia) - - 81,342 E, G. JONES, 
PORTLAND’S SUBURBS . 17,800 IN CHARGE OF ADVERTISING. 
STATE, Oureiwe of Portian 
approx.) . « 275,000 see 
WASHINGTON - .- + - 375,000 


IDAHO ..--. - + + 100,000 


celeid uinetrea~. ences The S.C.Beckwith Special Agency, 





BRITISH COLUMBIA . . 100,0°0 Sole Eastern Agente, 
| Tribune Building, The Rookery, 
TOTAL -.-.- =. 1,039,142 New York. Chicago 














BEER ADVERTISING. 
By John C. Graham. 

One of the peculiar effects of the 
Raines Law in New York State has 
been to compel brewers to do more 
advertising—chiefly of bottled goods 
for family use. So soon as the *‘ side 
door’’ Sunday business was done away 
with, and it became evident that the 
family beer for the Sabbath Day would 
have to be laid in beforehand, those of 
the brewers who did not do any 
‘*bottle”’ business were compelled to 
start it, and those who were in the 
habit of bottling some had to largely 
increase, their output. Now every 
brewer puts up bottled beer, and, as 
the demand is much greater than be- 
fore and the competition correspond- 
ingly keener, considerably more adver- 
tising is being done. 

Apart from the local brewers, it is 
noticeable that the Pabst Brewing Co., 
of Milwaukee, is doing extensive ad- 
vertising in Greater New York, by 
means of the newspapers, the ‘‘L” 
roads, trolley cars and posters. The 
Pabst people seem to be making great 
headway in offsetting the advertising 
done by the Anheuser Busch concern 
in former years ; indeed, it is a matter 
for wonder why the latter should now 
be practically out of the field, under 
the peculiar circumstances which have 
increased the demand for bottled beer. 

Otto Huber, of Brooklyn, is spend- 
ing considerable money in advertising 
his ‘‘ Golden Rod”’ beer in the street 
cars, ‘‘ L”’ roads and on fences, but he 
has not as yet made any great efforts in 
newspaper advertising. Zettner, of 
Upper Third avenue, nas done a little 
newspaper and dead-wall advertising. 
Liebmann’s Sons, of Brooklyn, have 
spent lots of money in purchasing 
various kinds of publicity, and so has 
the Long Island Brewing Company. 
Jacob Ruppert and George Ehret are 
not putting out the quantity of adver- 
tising that the quality of their products 
would warrant, and the same may be 
said of many more breweries in New 
York City and elsewhere. 

It is curious to note that the bulk of 
the brewers’ advertising is outside 
work—fences, walls, ‘‘L” road sta- 
tions, roof signs and brief cards in the 
cars. The idea that prompts this 
choice of medium seems to me to be 
built ona wrong theory. Aoftled beer 
is almost exclusively advertised to-day. 
It is intended for family use, and the 
place to solicit orders for family needs 
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is in the home. The newspapers 
go there every day, and are read at 
leisure. Posters, wall signs and car 
cards are only seen when you don’t 
want, and can't get, what they adver- 
tise. It stands to reason that anything 
that is intended for family consump- 
tion should be advertised where the 
family can always see it, but it does 
not appear reasonable to me to spend 
the bulk of an appropriation where it 
will do the least good, and that is 
certainly the case with much of the 
present day beer advertising. 

There is, as I say, a decided increase 
in the general advertising of beer, but 
the mystery is that more of the 
‘*strictly legitimate’’ is not done, in 
view of the fact that the demand for 
bottled beer has become greater dur- 
ing the past year. And the present 
advertising might be bettered in qual- 
ity and method, for both show plenty 
of room for improvement. 





ee ewe 
IMMATERIAL AND IRRELEVANT. 
First Reporter—Our city editor has been 
discharged for wasting time. 
Second Reporter—How ? 
First Reporter—Asking the reporters 
how they got the news.— Brooklyn Life. 


ILLUSTRATED TESTIMONIAL, 





GENTLEMEN—I have to speak in the high- 
est terms of your Gold Cure, which quickly 
relieved my depression, 
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Substantial Encouragement 
—FOR - 


Decent Journalism 


The following record of three months’ growth of the circulation of 
THe New YorK Times is convincing proof that there is a demand in Greater 
New York for a daily morning newspaper which excludes from its columns 
everything that a self ra ayey? man would not read aloud in the presence 
of the women and children of his family ; a newspaper—giving all the news 
that can be admitted in the home without fear of presenting to young 
and impressionable minds daily chapters of sensational stories of vice, 
crimes and horrors; a newspaper that gives “ All the News That's Fit to 
Print.” Such g newspape: is THE NEw YORK TIMES. 


A GOOD RECORD. 


The following schedule of percentages shows the increase in ACTUAL 
SALES of the daily and Sunday editions of Tae New York Trwes witbin 
the first three months of the new management. The percentages refer to 
aetual or net sales after all unsold copies have been deducted, and the 
news companies here quoted are those who serve the newsdealers of New 
York, Brooklyn and vicinity: 


DAILY Wholesale SUNDAY 
INCREASE Newsdealers. INCREASE 





3 Per AMERICAN NEWS COMPANY. 67 Per 
Cent Supplies 950 dealers. 3941 Chambers St., New York City. Cent 
67 Per ADAMS NEWS COMPANY, 5 Per 
Cent Supplies 100 dealers. 9 Park Row, New York City. Cent 

Per BROOKLYN NEWS COMPANY, 52 Per 
Cent Supplies 500 dealers. 1% Fulton St., Brooklyn, N. Y. Cent 
30 Per «J. ECAN, 5 Per 
Cent Supplies 300 dealers. 144 36th St., Brooklyn, N. Y. Cent 

97 Per JOS. J. COODE, 161 Per 
Cent Supplies 500 dealers. 108 West 32d St., New York City. Cent 

72 Per HARLEM NEWS COMPANY, 101 ts: 
Cent Supplies 500 dealers. 12th St., New York City. Cent 
91 Per MANHATTAN NEWS COMPANY, Don’t sell 
Cent (Elevated R. R. News Stands.) %5 Murray St., New York City. Sundays. 

33 Per NEWARK NEWS COMPANY, 39 Per 
Cent Supplies 150 dealers. Washington St., Newark, N. J Cent 

69 Per NASSAU NEWS COMPANY, 115 
Cent Supplies 500 dealers. 12 Spruce St., New York City. Cent 

56 Per JOS. SCHENKEL, 6 Per 
Cent Supplies 100 dealers. 851 Broadway, Brooklyn, N. Y. Cent 

23 Per A. SCHLIKERMAN, 46 Per 
Cent Supplies 100 dealers. 139 Prospect Ave., Brooklyn, N. Y. Cent 

15 Per WILLIAMSBURC NEWS COMPANY, 105 Per 
Cent Supplies 500 dealers. Broadway and S. 8th St., Brooklyn, N. Y. Cent 





THE NEw YorK TIMEs. 


*« All the News That’s Fit to Print.’’ 


Saturday Book and Art Review (Eitht-pes:.), 
Sunday Magazine Supplement (ps"). 





ASSUMING TOO MUCH. 

By John C. Graham, 

Some business men are tempted to 
advertise by the glowing accounts they 
hear of others’ successes. It is to be 
feared, however, that these are, too 
often, much exaggerated. The whole 
truth is not told about them—the 
amount of labor, time and money in- 
volved in securing success, the untir- 
ing energy required, the eternal vigil- 
ance necessary to win and hold popu- 
larity. Instantaneous, or even rapid, 
successes in advertising are extremely 
rare. For each one of them known 
to-day, we can count hundreds of in- 
stances where success has only been 
attained by the expenditure of much 
capital through years of hard work and 
unflagging attention. 

This fact should not discourage sen- 
sible merchants. In advertising, as in 
all other things, the certainty of suc- 
cess lies rather in patient perseverance 
and persistent energy than in brilliant 
but brief effort—the spasmodic, ‘‘flash- 
in-the-pan’’ sort of methods that have 
marked the meteor-like existence of 
some concerns. Again, as a general 
rule, the longer it takes to build upa 
business by advertising, the more solid 
and permanent is the success, while, 
invariably, the quick triumph is soon 
changed to decline and failure. We 
can al] remember a long list of ‘‘ brief 
booms” that lacked stamina, and con- 
sequently died a natural death. Their 
fate should be a warning to others. 

In commencing advertising it is not 
wise to assume too much in regard to 
results. It would be more judicious 
to prepare for small losses at first, to 
anticipate those little disappointments 
that are sure to come in the best man- 
aged concerns, and to set to work with 
the clear understanding that many 
difficulties have to be overcome and 
much annoyance endured before last- 
ing success comes. But it wi// come 
if brains and industry are properly 
combined in the effort to produce it, 
if the advertising is well-worded and 
well-placed, and the statements and 
promises embodied in them are hon- 
estly adhered to by the advertiser. 

Some men assume too much at the 
start by supposing that it is only neces- 
sary to advertise in order to draw a 
crowd and sell goods. There are oth- 
ers in business besides themselves— 
others who may be doing a good trade 
because of their previous persistent 
advertising. It is not likely that the 
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single effort of a new advertiser is go- 
ing to take business from those who 
have already built up a solid reputa- 
tion by advertising, and thus popular- 
ized their goods with the public. It 
is more reasonable to suppose that the 
newcomer will have to do the same 
amount of advertising as they did be 
fore he can secure the same amount of 
business they enjoy. Neither is it 
sensible to assume that the public will, 
or should, believe the first announce- 
ments of a new advertiser. True, it 
may have no valid reason for doubt, 
but it is not in human nature nowa- 
days to place implicit faith in the pro- 
fessions and promises of a stranger— 
as one who has never sought publicity 
before must necessarily be to the pub- 
lic. The new advertiser may reason- 
ably assume that by using good, at- 
tractive matter that states the truth 
about his goods, in mediums of large 
circulation, and keeping his ads regu- 
larly in those mediums, he may ulti 
mately secure a fair share of business, 
which will recompense him for all his 
outlay and give him a handsome profit, 
but if he expects to make a fortune 
quickly, with little or no effort, on a 
small cash investment, he is deluding 
himself and assuming tov much. 


—-—— ++ ee 


THE Toronto daily Glode published 
and sold in the year 1896, 8,996,300 
copies, or an average of 28,742 copies 
for every day of itsissue during the year. 





A QUAINT ADVERTISING IDEA. 
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‘*A Newspaper First, 
An Advertising 
Medium 
Afterward,”’ 


Is the reason given by Mr. I. W. Bigger, 
Advertising Manager for the Armour Pack- 
ing Company, why advertisers make money 
out of space in THe Kansas City Star, 
explaining at once the source of THE 
Star's value as a medium for securing pub- 
licity, and the cause of its surprising suprem- 
acy in its territory. 

This pre-eminence is without parallel. 
THe Star is read every day by more than 
go per cent of the residents of Kansas City. 

It has nearly as many readers outside the 
City as in it. 

Its circulation exceeds double the com- 
bined circulation of all other Kansas City 
dailies, and is of higher class. 

That field can be CoMPLETELY covered by 
the use of THE Star alone. 

It cannot be covered even approximately 
by the use of all other mediums. 


"© KANSAS CITY STAR 


Circulation Guaranteed: 


Exceeding 
Daily and Sunday,- - 62,000 
Weekly, ------- 110,000 

CHICAGO OFFICE: NEW YORK OFFICE; 
1320 Masonic Temple, 80 Times Building, 


W. T. DAVIS, Manager. FRANK HART, Manager. 
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Start... 


the new year by using papers of known 38 
circulation with paying qualities, you may 3a¢ 
have a more satisfactory balance sheet at 

the end of the year. One paper that you <¥> 
ought to use is es 


Farmmhjome * 


While we do not claim this paper will o 
pay every advertiser, we do claim that for <¥ 
reaching the country trade there is 3 


Do Better Medium es 
in the Country... 4 


The rates are only 3-5 of a cent per line per thousand 
circulation for small orders, and less than 1-2 a cent 
r line per thousand circulation for large orders 

t’s sure to pay. Why not try it? 


— >><«<<<- —_. 


& 
The Phelps Publishing Co., 3% 


27 Worthington St. 204 Dearbor? St. 53¢ 
Springfield, Mass. Chicago, Ti. Saf 
= eat 


HARA AMO RAIA 3 
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Large Scorchers, set 


of ro, same as Smal} 


Scorchers, $2.50, 






$1.50. Order while they are n 1 





Small Scorchers, set 








The Advertiser wants results. Your duty is 
to get them. The easy way is to put life into 
Ads by using A-1 type styles which will com- 
g mand the reader's attention and show space- 
buyers that you are making an effort to benefit 
them. Poorly designed type is a bad bargain at any price. 
N\ Go to the leaders of type fashions and get Type made with 
I Brains—the Type that pays you because it pleases your clients 
and brings trade. Effective Type costs no more—is worth more. 


Suecessful «+++ e 
eee Polblishers 





All rely upon handsome typography. Name any 


first-class periodical, and invariably we supply it 
with type. You cannot do better than follow them. 
Why Buy even the Second-best | 
when the Best costs no more? 
. Branches 
AMERICAN Cover the 
Continent. 
COMPANY. in Ad No. am 


der ‘ For Sale," 














page 46."’ 














Eplivep your Ads with These. 


idddac: 


Delmonico’s Chefs and Waiters, set of 10 $1.50. Order now, while they are novel, before you forget 
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The Guening Wisconsin. 


FIFTIETH YEAR MILWAUKEE, JANUARY 2, 1897. 











THREE CENTS. 





Circulation for Twelve Months. 


STATE OF WISCONSIN, a 
Milwaukee County, 


P. D. O’Brien, being duly sworn, says that he is now, 
and has been for seventeen years, foreman of the newspaper 
press-room of THE EVENING WISCONSIN, and has had 
charge of the presses and paper used in printing THE EVEN- 
ING WISCONSIN; that he knows of his own knowledge 
that the average daily circulation of THE EVENING 
WISCONSIN for twelve months, from January 1, 1896, to 
January 1, 1897, was seventeen thousand seven hundred 


and forty-eight (17,748) copies. P. D. O'BRIEN. 
Subscribed and sworn to before me this Ist day of 


January, 1897. W. A. BOOTH, 
Notary Public, Milwaukee County. 


No other daily newspaper in the State of 


Wisconsin ever printed so large an average 
daily circulation for a year as THE EVEN- 
ING WISCONSIN did in 1897. 























PRINTERS’ INK, 19 


Excelsior! 


ITS MOTTO. 


Every week its circulation reaches a higher point. Why ? 
Because, primarily, its home readers and the business men 
of all classes in its own city and surrounding territory 
realize its merit, prestige and influence, and advertisers 
generally who use the columns of the 














KANSAS CITY WORLD 


reap greater benefit than from any other paper in that city. 
Its PAID CIRCULATION (for 


the week ending Saturday, December 12, was as follows: 





NS eee eee 31,245 
Mi@md@iay, BMOc; 7... .... 66. sc... ces 29,529 
Tuesday, Dee. 8................... 28,917 
Wednesday, Dec. 9............... 29,538 
Thursday, Dec. 10................ 29,187 
WrtGeg, MOG. BR... 22.20.5200 .cee. 29,326 
Saturday, Dec, 12........:........ 29,262 

RAE a De ee 207,004 


Daily average for 7 days, 29,572 


We, the undersigned, hereby certify under oath that the above statement of The 
Wofld’s circulation on the days named is true and correct, and that said papers were printed 
and delivered to the carriers, newsdealers, subscribers and newsboys on their order. All 
copies spoiled in printing or left over in press-room are not counted in above statement. 


L. V. ASHBAUGH, Business Manager. 
EARL SAUNDERS, Pressman. 


Sworn to and subscribed before me this 14th day of December, 1896. 
[Seal.] EVORIL BROOKSHIRE, 
My commission expires May 8, 1898. Notary Public. 


$1,000 to any one disproving this statement. 
Cash books open for inspection, and all 
other facilities given honest investigators 


A. Frank Richardson, 


Tribune Building,...... New York. 
Chamber of Commerce, . . . . Chicago. 
Red Lion Court, Fleet Street, London. 
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“A rolling stone has no turn. 


Birds of a feather are worth two 
in the bush. 


Every dog has its silver lining.”’ 


The words in the above proverbs are not 
exactly according to Hoyle, but they'll 
serve to attract your attention to 


Boyce’s... 
Big Weeklies 


We have no mottoes or high sounding 
phrases, but our rule of allowing any 
Advertiser to cancel his contract at 
any time at pro rata rate is evidence 


of our faith in the 


BLADE, 


LEDGER, 500,000 


and WORLD, 
As Pullers. Copies Weekly. 


$1.60 per agate line W, D—D. Boyce Co. 
per issue. 
15 Fifth Ave., Chicago. 
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THE PRINTER LAUREATE VOT- 
ING CONTEST. 


WHY THE CENTURY PONY PRESS 
SHOULD BE AWARDED TO WILLIAM 
JOHNSTON, FOREMAN OF THE PRINT- 
ERS’ INK PRESS (‘‘PRINTERS INK 
JONSON ’’—TRADE-MARK NAME). 

In March, 1896, the Campbell Print- 
ing Press and Manufacturing Co., 
manufacturers of the celebrated Cent- 
ury Press, inaugurated a contest to 
discover who, in the opinion of print- 
ers and publishers, is the Printer Lau- 
reate of America. The right to vote 


is accorded to every employing printer 
and lithographer and to every publish- 
er, and each of these may cast one vote 
If the firm consists 


for his favorite. 


most votes, on the same principle that 
canes are awarded to the most popular 
business man or watches to the most 
beautiful young lady at a church fair, 
PRINTERS’ INK is of the opinion that 
the recipient should be Mr. William 
Johnston, the foreman of Printers’ 
Ink Press, and for these reasons : 

Mr. Johnston is a good printer. 

His work is widely known because 
he has been from the beginning en- 
titled to all the praise bestowed upon 
PRINTERS’ INK, the Little School- 
master in the Art of Advertising, a 
paper that in the eight years of its ex- 
istence has had more imitators than 
any other publication that has ever ap- 
peared. 

Mr. Johnston has still another claim 





THE CENTURY PONY PRESS WHICH 


SHOULD BE AWARDED TO WILLIAM 


JOHNSTON (PRINTERS INK JONSON) AS PRINTER LAUREATE OF AMERICA. 


of more than one member, each mem- 
ber (not exceeding three) may cast a 
separate vote. The award to the vic- 
tor, more substantial than a laurel 
wreath, is to be a Century Pony Press 
worth about $1,600, which the Camp- 
bell Company will present. The con- 
test, which closes February 1, 1897, 
has been productive of considerable 
interest among printers. 

The Pony press which the printer 
laureate will secure is worth about 
$1,600 and will print a sheet 22 by 28. 
Boxed, it ouiehe 8,309 pounds. It 
has all the distinctive merits of the 
Campbell presses and will be an ac- 
quisition to any printer fortunate 
engugh to obtain it. 

Inasmuch as this prize is to be 
awarded to the printer who gets the 


upon the employing printers of Amer- 
ica. He is the original Printers Ink 
Jonson, and under that trade-mark has 
benefited his brother employing print- 
ers in every State and Territory by 
reducing the cost of printing and fine 
job inks more than one-half within the 
last five years. 

No other printer anywhere is per- 
sonally known to so many people as 
Printers Ink Jonson is. 

There is no better practical printer 
anywhere than this same William 
Johnston. 

Mr. William Johnston is still a young 
man. He is probably the most skillful 
compositor of displayed advertisements 
that can be named. 

A final reason why Mr. Johnston's 
friends shouid remember him now has 
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PUBLISHERS OF PRINTERS’ INK, No. 10 Spruce St., New York : 
1 wish my vote for the Printers’ Laureateship to be recorded in favor of 
William Johnston, Manager of Printers’ Ink Press (Printers Ink Jonson), 10 
Spruce Street, New York. 
Kindly forward to Mr. Pasko. 


Signature __._____ : : Ps 
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State 





PUBLISHERS OF PRINTERS’ INK, No. 10 Spruce St., New York : 

I wish my vote for the Printers’ Laureateship to be recorded in favor of 
William Johnston, Manager of Printers’ Ink Press (Printers Ink Jonson), 10 
Spruce Street, New York, 

Kindly forward to Mr. Pasko, 


Signature S ‘ iets diene 





Firm Name oie 3 





City. 
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PUBLISHERS OF PRINTERS’ INK, No. to Spruce St., New York : 

1 wish my vote for the Printers’ Laureateship to be recorded in favor of 
William Johnston, Manager of Printers’ Ink Press (Printers Ink Jonson), 10 
Spruce Street, New York. 

Kindly forward to Mr, Pasko. 


Signature iba 








Firm Name 





City a ee Be 





Stale__ = didi end acaiasid 


A paid-in-ad vance subscription to Printers’ InK for one year (subscription price five dollars) 
will be oe to any man or boy who wil! obtain and send in six votes for William Johnston in the 
Printer n 


ureate contest. The votes should be copies of those printed on this page. 
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been already hinted at. In August 
last Mr. Johnston was visited by a 
sore affliction. He came to his office 
one day well and strong. During the 
day a pain im his left foot caused him to 
return to his home earlier than usual. 
Next day the pain was worse. The 
doctor suggested rheumatism, gout and 
other things. The foot grew worse 
instead of better. One day it was de- 
cided that he must go to the hospital 
for better care. Next day he learned 
that a peculiar, an unusual disease had 
affected the bone and he must lose the 
foot or life would be forfeited. And 
so hale, hearty, bluff, square Printers 
Ink Jonson consented to the amputa- 
tion and it was successfully performed. 
Modern science supplies a, pretty fair 
substitute for a foot and Mr. Johnston 
is so far recovered as to be fitted with 
an artificial foot, one of the best sort 
to be had, and is now in a fair way to 
recover. With the new year he re- 
sumes his work as foreman of the 
Printers’ Ink Press, which through all 
his hours of trial and of pain had ever 
his constant daily thought and care. 

Every man who has 2 printing office 
knows of Johnston. Every man who 
sets advertisements knows of John- 
ston’s ability with types. Every man 
who ever made a newspaper knows the 
success Johnston has made of PRINT- 
ERS’ INK. 

Twenty-five thousand printers who 
have bought inks of Printers Ink Jon- 
son (his trade-mark name) know that 
he has saved them many dollars yeurly. 

Now, Mr. William Johnston is just 
as much entitled to be called the 
Printer Laureate of America as any 
man living, except Theodore L. De 
Vinne, and in this particular contest 
Mr. De Vinne has no chance. Mr. 
Johnston wants to own that Pony 
Century Press, and when he is well 
enough to resume full charge of his 
work again, which he hopes will be 
the first of March, if not sooner, the 
sight of that press in his printing 
office will do something hourly and 
daily toward bringing back to his hon- 
est face the feeling of pride in his 
profession, and his well-earned position 
in it, that the hard experience of the 
last part of 1896 has done so much to 
drive away. 

Printers’ INK asks every reader 
who is an employing printer or an em- 
ploying lithographer, or the publisher 
of a newspaper, to sign one of the votes 
printed on another page and send it to 


PRINTERS’ INK, No. 10 Spruce Street, 
New York. 

A paid-in-advance subscription for 
PRINTERS’ INK for one year will be 
given to any boy or man who will ob- 
tain and send in six (6) votes for Mr. 
William Johnston. 

Duplicates of the printed vote may 
be written with a pen or pencil and 
may be signed by any employing print- 
er, or employing lithographer, any 
publisher or any man or boy who runs 
a little job office. Each member of a 
firm may sign, not exceeding three. 
Every publisherof a newspaper, whether 
large or smail or amateur, is also en- 
titied to vote and each member of a firm 
of publishers (not exceeding three) may 
vote separately. No vote of an em- 
ployee, no matter how high his position, 
counts in this competition; only votes 
of the employer himself affect the result. 

Great care is taken by the Campbell 
Company to verify all votes and see 
that no one votes twice.* When a vote 
is received, if it be that of a publisher, 
it is checked in a copy of the American 
Newspaper Directory; if of a com- 
mercial printer or lithographer, it is 
checked in a directory of printing and 
allied trades. If the name is not 
found in these compilations, an effort 
is made by the committee to ver- 
ifyit. Ifthis proves unsuccessful, it is 
returned either to the voter or to the 
person who is ‘‘ managing” the candi- 
date’s canvass, with a request for veri- 
fication. Voters can save the company 
considerable trouble, and at the same 
time make certain that their votes will 
count, by using their letter-heads or 
noteheads to record their vote, thus 
dissipating any doubt that may arise.\ 

In conclusion, it is well for those 
who wish to vote for Mr. Johnston to 
remember that the time in which to 
do so is limited—hardly more than 
two weeks. No votes which arrive 
later than February rst will be cred- 
ited. The necessity for acting at once 
is, therefore, made apparent. Send in 
your votes at once, and let Johnston 
not only win the press, but win it by 
a majority of all votes cast! Let it 
be a landslide ! 





* Although no one may vote twice, every 
one may change his vote by indorsing on it 
the words, “I have reconsidered my decision 
and Mr. Johnston is my final choice.” 


IT WAS FULL. 

‘*There is poetry in everything,”’ mused 
the editor ; ‘‘ now there is yonder waste-bas- 
ket."’ And he laughed, as he sometimes did 
when he was all alone.—Vetroit Tribune. 
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THE COUNTRY PAPER. 
By Joel Benton, 

The country paper had everything 
its own way two generations ago. The 
railroad and telegraph had not come 
along with other things modern, to 
make the daily paper what it now is— 
so sought after for general news that, 
in that line, the country paper has 
ceased to be any sort of a match for it. 
But it is not extinguished — only 
changed by a series of inventions which 
have made the great metropolitan daily 
the constant wonder of our time. 

If you pick up a country paper of 
sixty years ago—published at some 
county seat—you will find the major 
part of it is given up to long articles 
pertaining to matters of national or 
State or foreign interest, with only a 
very moderate space devoted to home 
news. [n fact, there was then little 
home news to give and the art of giv- 
ing it had not been perfectiy devel- 
oped. Of course there would be no 
railroad accidents before there were 
railroads ; no dynamite explosions be 
fore there were dynamite, and no oil 
stove explosions and mowing machine 
and bicycle accidents, and so on, until 
these dangerous instruments came. 

But the wise country editor soon 
saw his new field. It was not to com- 
ment overmuch upon national and for- 
eign affairs, but to make the mest of 
that little world which is all his own— 
the home neighborhood. This no 
metropolitan daily could take away 
from him. ‘The working of this makes 
his harvest and makes his paper unique. 

e gains something by buying, 
plated, his stories, verses, miscellany 
and such general news as can be bought 
plated, and then improves his paper by 
boiling the chief events he wishes to 
notice into small paragraphs or ‘“‘ jot- 
tings.” 

One feature of the country paper 
now is the way in which he does this 
for the local pages. To many country 
papers the editor secures correspond- 
ents for each post-office, village or 
hamlet or ‘‘ cross roads,’’ each of which 
is a sub-editor in his field. These ar- 
restants purvey very small items of 
news at times, but they are trifles which 
tell, even if not put in with reference 
to their public importance or to canons 
of good taste. These correspondents 
are, perhaps, not wholly to blame for 
the infinitesimalness of their purport, 
for they have no great events to tell. 
They even sometimes have to write 
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paragraphs that are merely brief edi- 
torials on something which the town 
should do or abate. 

Let me give a sample, though, of 
some of the infinitesimalness which 
would not get in the New York 77ié- 
une, Evening Post, or Harper's Weekly, 
but which make the country paper far 
more interesting to its special constitu- 
ency than anything those well con- 
ducted papers ;rint. The reader will 
notice that the orphic mystery woven 
about them adds to their piquancy. 

Woodchucks on a farm are a nuisance, 
every farmer will tell you, and owing to this 
fact it probably led Peter Jones to get sold 
the other day. Just ask him how many min- 
utes it took him to cross that field and what 
he found when he got there. 

A spruce young man from Podunk is often 
seen riding in our direction, and there is a 
light in somebody's parlor on the South road 
that burns till a late hour. 

renga was very much disappointed the 
other night. His best girl went to the circus 
with a prompter beau. It’s the early bird 
catches the worm. 

Don’t say anything to Jim about falling off 
that bridge into the Ray river the other night. 
He won't like it if you do. 

Thomas Whiteston has painted his front 
horse-block a light blue. He got the paint 
at the drug store. 

Mary Jones (who lives half a mile distant 
from Sarah Brown’s, and who is the black- 
smith’s daughter) visited Sarah Brown yes- 
terday and stayed to tea. 

In spite of the delightful rusticity in 
all these specimen briefs of country 
journalism, they do interest and enter- 
tain a large number. They make the 
Gazettes, journals and Recorders in 
which they appear sought after and 
talked about. 

The subscribers get extra copies of 
these papers and send them away to 
friends in other counties and in distant 
States. In fact, a very ordinary coun- 
try paper has a few score of subscrib- 
ers usually who live all over the United 
States, or in some part of Canada, 
who take the paper to keep in touch 
with events that are happening in the 
old neighborhood from which they 
long ago emigrated. 

All this makes the country paper 
thoroughly read and fixed in the mem- 
ory. It is not torn up in a day; its 
advertisements are scanned and looked 
through in order in a way those printed 
in large city papers We not. And then, 
too, there is this to be considered : the 
country paper addresses people who 
have money and buy things. If you 
can tell them of something they need 
or that interests them you will talk in 
a good direction. I heard an old fel- 
low once speak scornfully of a certain 
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smal] country paper. ‘‘ Great paper,”’ 
he said ; ‘‘about as much reading in 
it as ona paper of tobacco.” But it 
supported one or two families and the 
advertising in it was successful. 


A UNIQUE BOOK. 

Some time ago one of the corre- 
spondents of PRINTERS’ INK suggested 
that if an advertiser should have wide- 
ly distributed a set of jingles on the 
Mother Goose plan, a host of children 
would probably learn to memorize 
them, and remember them in after 
years in the same manner as we re- 
member the Mother Goose jingles, and 
the advertiser would benefit according- 
ly. This suggestion is brought to mind 
by a dainty little volume in white 
cloth and gold, entitled ‘‘ Miss Fidget 
and Her Friends,”’ issued by Richard- 
son & De Long Brothers, manufactur- 
ers of the De Long Hook and Eye. It 
consists of 17 child poems, written by 
Chas. M. Snyder, each poem being ac- 
companied by a full-page picture of a lit- 
tle boy or girl, made from a photograph 
taken by Sarony. The publishers say 


they ‘‘ have tried to make the book 
dainty and sweet,” and their success in 
this direction is beyond question. The 


volume is for free distribution appar- 
ently, but every mother could afford 
to pay a quarter for it. To show the 
delicate humor of the poems, one is 
here reproduced. In the book it is 
accompanied by a picture of a contem- 
plative little girl having no clothes on, 
a fur rug against which she leans con- 


cealing everything but her face, arms 
and breast. The poem is entitled, 
‘* What Papa Says,” and reads : 
Papa says, though I've costumes in plenty, 
That the one I have on takes the prize 
It’s the one in the lot 
Which he noticed does not 
Require the De Long Hook and Eyes. 
And he says, that it never needs mending, 
And it’s warm as the warmest of toast ; 
It’s the same I have worn 
From the day I was born, 
So, of course, I’m attached to it most. 


And he says, should he happen to lose me 
And this costume should ever be found, 
He would know right away, 
Just as plain as the day, 
That I must be somewhere around. 
And he says it is the only contrivance 
Which in all of his life he recalls 
That I ever had on 
Without part of it gone, 
Or distributed over the halls. 


> 
GOOD-WILL. 


Good-will is the best result adver- 
tising can bring When the advertiser 
can say truthfully, ‘‘ We are advertised 
by our loving friends,” he has reached 
the acme of successful advertising. It 
is one thing to make people talk about 
you, and another to make them talk in 
the right way. Bad talk is worse than 
none. Good talk is the best kind of 
advertising, because it is given ‘‘ with- 
out money and without price,” and 
comes from the sincerity of conviction. 
Money cannot buyit. Merit alone can 
secure it. To win back a dissatisfied 
customer is better than getting five 
new ones. It is like turning poison into 
ointment.— Zvade Press. 
































THE firm which uses this case in its advertisements puts beneath it the 


caption: ‘‘A Celebrated Case,” 
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The Daily Girculation 


OF THE 


ST, PAUL DISPATCH 


exceeds the combined circulation of a// 
other St. Paul dailies by over 6,000 
copies. 

It has 21,000 move circulation “Aan any 
one other St. Paul daily. 


A. M. Knox, Secretary of the Dispatch 
Printing Co., being duly sworn, deposes and 
says that the total circulation of the daily 
ST. PAUL DISPATCH for the 314 days 
of publication during the year 1896 was 
10,829,139 copies, being an average of 34,487 
daily throughout the year. A. M. Knox. 


Subscribed and sworn to before me this 2d of day January, 
A. D. 1897. S. A. YOUNG, 
NoTARY PuBLic, Ramsay County, Minnesota. 


For the last 6 months of 1896 the daily 
circulation averaged 36,288. It has sixty 
local advertisers who advertise in no other 


daily. 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


31-32 Tribune Bidg.,New York. 1320 Masonic Temple, Chicago. 


. 
; 
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BEFORE AND AFTER. 


THE GENUINE CHARACTER OF TESTI- 
MONIALS: AND ‘BEFORE AND AFTER” 
PORTRAITS, 

In THE HuMoR OF AMERICA, a book 
issued by the Scribners, there is a 
comic story of a certain Judge Pitman, 
who, being threatened with baldness, 
made trial of a hair restorative, and 
was so much gratified to find his hair 
actually did grow again that he natur- 
ally regarded the remedy with admira- 
tion, and decided to give expression to 
his feelings. He thereupon, with the 
natural tendency of a lawyer to keep 
himself out of trouble, employed the 
author, who tells the story and was 
familiar with the facts, to draw up a 
certificate and affirm the outcome over 
his own signature. The literary man 
goes on to relate that pretty soon this 
certificate appeared under the heading: 
‘* Most Remarkable Cure on Record,’ 
and ever since he has had faith in ad- 
vertising, the more particularly on ac- 
count of frequent applications made to 
him to prepare testimonials for other 
cures. The original testimonial—the 
one that gave rise to the story—was 


genuine, given in good faith, and, al- 


though flattering propositions were 
made the writer, he never consented to 
write any other 

It will be found*by those who at- 

tempt to investigate testimonials con- 
cerning remarkable cures that they are 
nearly always genuine, although the 
subject may not always stay cured. 
The prevailing opinion, however, en- 
tertained by the people at large is that 
testimonials are manufactured out of 
whole cloth by the parties who use 
them to- puff their wares. This is 
far from being so. The following true 
tory of a testimonial is given space 
here, because it is of real interest to 
idvertisers who have had occasion to 
wonder now and then just how much 
f truth and how much of fiction goes 
to make the ordinary patent medicine 
estimonial. Late in the month of 
November, 1896, the Ripans Chemi- 
al Co., of New York, received the 
following letter : 
Dayton, Ohio, Nov. 23, 1896. 

The Ripans Chemical Co. : 

Dear Sirs—In the latter part of last win- 
er I was troubled for quite a while with in- 
»mnia, which caused a general breaking 
own of the nervous system, followed by 
ervous neuralgia and neuralgia of the heart. 
No one can describe my suffering at this 
me. I was unable to eat or sleep, and my 
ondition became so critical that my physi- 
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cian could do nothing but give hypodermic 
injections of morphine. e family and 
friends became alarmed, but could do noth- 
ing. My pastor recommended other physi- 
cians but | was discouraged and would not 
try them, believing my own family doctor 
was doing all that any of them could do. 
Many remedies were recommended by 
friends. I tried them all without success. 
My condition at this time was pitiable; weak, 
broken down, a mere shadow of my former 
self, at last I told my wife I was going to try 
one more remedy, Ripans Tabules. I did 
not expect them to cure me in my condition, 
and after taking them for a few days I was 
about to give up, but concluded to give them 
a good trial. Before long I began to im- 
pears. I used the box and bought a dollar 
ottle, but I did not need half of them, for 
they did their work nobly, and I was soon 
a new man. I have been working right 
along and have had no return of my trqubles, 
and, in justice to you and your great rem- 
edy, I offer this, my unsolicited testimony, 
hoping the people will recognize the merits 
of your greatremedy. 

I am gratefully yours, 

T. J. STERLING. 

432 Oak street, Dayton, O. 

The testimonial of Mr. Sterling 
seemed so strong that the managers of 
the Ripans Chemical Co. decided to 


cause his case to be carefully investi- 
gated. They, therefore, on the first 
of December, addressed the following 
letter to the New York representative 
of a Dayton newspaper : 


Offices of 
Tue Rieans Cuemicat Co., 
ro Spruce St., New York 
New Yor, Dec. 1, 1896. 
Mr. H. 0. La Coste, Special Agent for the 
Dayton, Ohio, “ Times” and “ Eveninx, 
News,” Potter Building, New York: 
Dear Sir—A few days ago we received a 
letter from Dayton, copy of which is sent 
you herewith. Itis a valuable testimonial, 
and we would esteem it a favor if the Day- 
ton 7imes would send a competent man to 
interview T. J. Sterling, and tell us who 
and what he is. If the testimonial is what 
it appears to be it is one that we shall wish 
to use extensively. Trusting that yoy will 
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favor us in the interest of advertising, we 
are, Your obedient servants, 
Tue Ripans CHEmicat Co. 

(H 


On receipt of the above, Mr. La 
Coste addressed Mr. Simms, the man- 
ager of the Huffman Publishing Co., 
who own and issue the Dayton /imes 
and the Zvening News. His com- 
munication was as follows : 


Mr. Simms: 
Will you kindly attend to this, returning 
it with your report, and oblige, bo 


Dec. 2, 1896. 

A little more than two weeks later 
Mr. La Coste received the following 
letter from Mr. Simms: 


“ Office of 
Tue HurrmMan Pusiisuinc Company. 
No. 27 East Second Street. 
Cuar.es H,. Simms, Manager. 
Dayton, Ohio, Dec. 17, 1896. 
Mr. H. D. La Coste, 38 Park Row, N.Y .: 

Dear Sitr—I herewith inclose you inter- 
view of our representative with Mr. T. J. 
Sterling, of 432 Oak street, this city, who 
wrote to the Ripans Chemical Company re- 
garding his use of Ripans Tabules. 

Sterling seems to be a very sincere man in 
his statements, our reporter informs me, and 
says he will do anything to further the in- 
terests of the sale of Ripans, as he feels that 
he owes everything to their use. 

I inclose also two tintypes which he has 
had taken. They are on A “ before’? and 
“ after’ order. The one with the thin face 
is the one of him before he took the medi- 
cine, The other one is after he was cured 
by the use of Ripans. 

If the company desires to use these, tell 
them that after they have made the cuts 
from them, Sterling would like to have 
these tintypes returned. The interview is 
as herewith inclosed. Yours very truly, 

Tue Hurrman Pvustisuine Co., 
C. H. Simms, Manager. 


Below is printed the interview with 
Mr. Sterling, as turned in by the rep- 
resentative of the Dayton News - 

Dayton, Ohio, Dec. 17, 1896. 

To verify the above letter, a representative 
of the Dayton Avening News called upon 
Mr. Sterling at his home, No. 432 Oak street, 
and was cordially received. 

Mr. Sterling’s appearance did not show 
any signs of disease, and he is a picture of 
perfect health. He told the newspaper man 
that he would only be too happy to do any- 
thing for the Ripans Chemical Company, as 
the benefit he had received from the Ripans 
Tabules was more than he ever could repay. 

He said: “‘ 1 had given up all hope of ever 
getting well, and two things seemed to stare 
me in the face—death or insanity. 

“* My family physician (who, by the way, 
is a very prominent practitioner in this city) 
was doing all he poets for me, but gave me 
no relief, and I was in a desperate state. 
Now I am perfectiy well, never better in my 
life, and only one dollar’s worth of Ripans 
Tabules effected the wonderful cure. 

“My a and my many friends were 
as surpri at my recovery as I was myself. 
I can eat anything, and sleep as soundly as 
a healthy babe. I have never lost a day's 
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work on account of illness since my recovery, 
and all this is due to Ripans Tabules.”’ 
Mr. Sterling resides in a cosy cottage at 
432 Oak street, and is the head of a family. 
He is employed in the plating department 
of the National Cash Register Company’s 
factory, and is a member of the Oak Street 





U. B.* Church. He is also president of the 

Young People’s Society of the church, and 

is Deputy State Counselor of the Junior 
J. A. M.t 


He is very well known in this city, where 
he has resided for the past eight years, and 
is popular with every one. 

“he tintypes inclosed were taken, one dur- 
ing his illness, and the other immediately 
after his recovery. 

The wood-cuts shown are really 
pretty good representations of the tin- 
types sent. It is evident that some- 
thing did work an absolute change for 
the better in Mr. Sterling, and if he 
thinks it was the Tabules why should 
he not hasten to proclaim what, to 
him, must seem glad tidings. 


* United Brethren. 
+ Order United American Mechanics. 
++ ——____. 
THE SALESMAN. 

“Let me see some of your black kid 
gloves,” said a lady toa clerk. “ These are 
not the latest style, are they ?”’ she asked 
when the gloves were produced. 

“Yes, madam,”’ replied the clerk, ** we 
have had them in stock only two days.” 

“I didn't think they were, because th 
fashion paper says black kids have tan stitch 
es, and vice versa. see the tan stitches 
but not the vice versa.” 

The clerk explained that vice versa wa 
French for seven buttons, so she bough 
three pairs.—HouseA_ |i ords. 


IF IN DOUBT, TRY THEM. 
It is a notable fact that co-operative lists 
of newspapers (patent insides) do not, as a 
rule, pay for mail order advertising. It ha 


cost some people thousands of dollars to as 
certain this, and others haven't found it out 
Our Silent Partner. 


yet. 
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A NEWSDEALER’S MUTILATION SCHEME. 


Above is a reproduction of a card and advertisement page torn from a 
magazine and recently sent to numerous advertisers. It is the work of a news- 
dealer who hopes by this means to kill or cripple the subscription agencies. 
The advertiser is not specially interested in any war between newsdealer and 
subscription agent, but he is interested in preventing the effectiveness of his 


advertising from being destroyed by outside interference. To obviate such 


a contingency, he would wish his announcements kept as far away as possible 
from a page on which an announcement of a subscription agency appears. 
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KATZ’S CHEF D'CEUVRE. 


mt, whose New York offices are in Temple Court, where he 
and jonal one this side of the 


y ee eon special 
- re of the Pacific Slo 


an 
rettiest calendar over seen. With that devotion to art for which 


as the Butgrend is attached 


will feel 


7 ae covered a°with Cea was 
brett sealed off as they expire. The whole design is very beautiful, 


m which the months 
and as the cost of this artistic 
only complimented by a 


of work is very moderate, it is sup; 
request for a copy, whether accompanied by 


that Mr. Katz 


ps or 
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THE San 
Francisco 





Be’ 
sy, ey 
oS! - 








AS TO ITS POLICY 
It is frank, fearless, clean, truthful, publishes all the 
news, and is, therefore, the most widely read, and 
greatest family newspaper in California. 


AS AN ADVERTISING MEDIUM 
It enjoys the fullest confidence of California people, 
and has a larger advertising patronage than any other 
paper in the State. 


AS TO CIRCULATION 
The San Francisco Call guarantees its patrons over 
50,000 daily. Its circulation books are always open 
to inspection and examination. The circulation is 
legitimate, and not the result of gift enterprises or 
faking schemes. 


CHAS. M. SHORTRIDGE 


Editor and Proprietor 





For advertising rates, address 


D. M. FOLTZ, Eastern Manager, 


34 Park Row, New York City 
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How Advertisers 
Make Money. 


It is the practice nowadays to pay wry 
much more attention to the details of advertising than 
was thought requisite formerly. The man who appeas to 
the public to-day must in the first place have something 
to sell that the people want; next he must tell his sory 
in such a way that people who read it will beComecon- 
vinced of the value of the thing he offers them; -hen 
he must cause his story to be printed in the papers were 
it will be most likely to be seen by the largest number of 
the sort of people most likely to want the thing he Ins to 
sell. He must secure for his story such a place ii the 
paper as will make it probable that it will not fail o be 
seen by all the readers of the paper; and finally, in «der 
to make sure of all points, he must have his advertisenent 
so constructed, so set up, so illustrated that whoever tkes 
the paper in hand in which the advertisement appearscan- 
not fail to see the advertisement and to read it, to beim- 
pressed with it, and to go to him and buy the artcle 
which he advertises to sell. To accomplish all that is lere 
set down requires knowledge, judgment and experiace. 
This knowledge, this judgment, this experience is what we 
have to offer. Advertisers who wish to do advertisng 
that will bring them greater results at smallest cost should 


communicate with 


BulGuO Vow iOubtisina 


10 Spruce Street, New York. 
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JOURNALISM IN PORTUGAL. 


There are fewer than fifty news- 
papers published in the entire king- 
dom of Portugal, the population of 
which is nearly five million, or about 
the same as that of Pennsylvania, in 
which the total number of newspapers 
published is 1,433. Journalism in 
Portugal is conducted on a somewhat 
primitive plan, and the newspapers of 
Portugal have not only a primitive as- 
pect, but somewhat primitive titles as 
well. The weekly newspaper having 
the largest circulation in the kingdom 
is the Pontos Nos 1/, which means 
literally in English ‘* Zhe Dot on the 
Eye.” It is published in Lisbon. 
Another Lisbon paper is called the /s/- 
and, though why it has a geograph- 
ical designation is not altogether clear. 
The medical journal of Lisbon is called 
the Contemporary Surgeon: ‘The city 
of Oporto, better known to many 
Americans than Lisbon, the capital, 
has a number of daily papers, the chief 
one of which is Actualtdide, a Portu- 
guese variation of the sort of journal- 
ism represented by the well-known 
phrase, ‘‘ If you see it in the Sum, it’s 
so."’ It is not the only Oporto jour- 
nal with a peculiar name. There is 
another daily, claiming a circulation 
of 20,000, the title of which is Des de 
Marzo, which is Portuguese for the 
roth of March. Still another daily 
paper of Oporto is called the Primerro 
de Janeriro, otherwise the Ist of Janu- 
ary. The humorous paper of Oporto 
is C Sorvete (The Sherbet), and three 
other daily papers of the same city are 
known as A Lucta, A Palavara and A 
Justica, otherwise The Light, The 
World and Justice. There is one daily 
paper published at Valencia, in Portu- 
gal, called the Country, and one in 
Lisbon called the Adantic. In Coim- 
bra, one of the oldest of Portuguese 
cities and long known as the seat of a 
university founded in 1308, there is 
one daily paper called the News. 

The theory upon which Portuguese 
papers are conducted appears to be 
that they should be, above all things 
else, vivacious, and it is for this reason, 
perhaps, that weekly "Say are at a 
discount in Portugal, the favori'e plan 
being to divide what would be in the 
United States the contents of a weekly 
paper into sevenths, and publishing it 
on the instalment plan, so to speak, 
every day, and excluding from its col- 
umns, so far as possible, anything so 
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- 
sensational as what is called ‘‘the un- 
corroborated news.” A fair and proper 
substitute for news is found in jocose 
and harmless allusions to the appear- 
ance of individuals such as are con- 
tained, for instance, in the Voz do Povo 
(The Voice of the People). In Lisbon 
there is published a journal called the 
Public Interest, which makes a feature 
of book reviews. The Zideral Circle is 
a political organ of the more radical 
opponents of the local government.— 
The Century. 
il : 

TO SECURE FOREIGN TRADE. 

To my mind the most directly ben- 
eficial agency in securing foreign trade 
for our manufacturers is the display of 
our goods in the principal foreign 
markets. The actual exhibition of a 
steam engine, of a line of shoe samples, 
of an assortment of hardware, or of a 
bicycle, is more effectual in impressing 
a possible purchaser than any amount 
of talk or printed matter—particularly 
if both of these be in a language unfa- 
miliar to either buyer or seller. A 
sample warehouse, well stocked with 
salable American goods, and in charge 
of men thoroughly fa:niliar with both 
the goods and the market, ought to 
give a powerful stimulus to the sale of 
American wares in any important 
center of trade.—7heo. C. Search, in 





Dec. North American Review. 
>> — 











A MAP is often valuable in making 
clear a fact which it is desired to im- 
It may give the story at a 
glance. One flash of the reader’s eye 
and the point has been made. The 


map here reproduced is an example, 


press. 
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— 
THE POINT OF VIEW. 
By Henry Romaine. 

The different ways in which differ- 
ent people regard the same thing is 
often surprising to those who do not 
do much thinking. The surprise 
should be that many people could 
think exactly alike on any given sub- 
ject. If we should scatter a dozen 
artists around the White House, with 
instructions to each to sketch it from 
where he stood, it is certain that, if 
accurate, no two drawings could be 
alike. They would all have been 
drawn from different points of view, 
and therefore would not resemble each 
other much, though pictures of the 
same building. 

In advertising there may be a cen 
tral idea looked at from different posi- 
tions by various individuals, and the 
result is a difference of opinion. That 
central idea is unchanged and un- 
changeable in itself, but it is wonder- 
fully different in the way it impresses 
people. That is, of course, due to 
their point of view. 

The merchant who is selling goods 
does not consider his advertising from 
the same standpoint as the public 
who is buying them, but it would 
be a good thing for him if he could do 
so. Sometimes, when he calls in the 
aid of an ad expert, he finds that the 
latter’s views are different from his— 
different also from that taken by the 
public, and very likely better, that is, 
truer, than both. Quite recently this 
was demonstrated. 

The advertising manager of a large 
concern, who had written its ads for 
years and grown utterly weary of the 
work, sent one day for an adwriter. 
‘*T want a booklet written about this 
business,” he said. ‘‘I want you 
ideas about it, therefore I won’t give 
you any data or you'll get into the 
same rut as myself. Go around the 
factory and see what there is to be 
seen. ‘Talk with the foremen of each 
department and get your points from 
them. Then let me see what you can 
do from your own impressions.” 

The result was a revelation to the 
advertising manager. The booklet was 
entirely ‘‘out of the rut.” It bristled 
with new points about that business— 
points that had never occurred to the 
manager during all his years of office. 
It was new to the head of the firm 
himself, and opened up new ideas to 
him that he afterwards found both 


practicable and profitable. And it con- 
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vinced all concerned of the distinct 
advantage of having things looked at 
from different points of view. 

Now this is a matter which every 
advertiser might well take cognizance 
of. Merchants and manufacturers usu- 
ally know their own business thor- 
oughly from ‘heir point of view, but it 
would often be of incalculable benefit 
to their coffers if they would stoop to 
learn how the outside public regards 
their goods and their methods of sell- 
ing them. It would often be a wise 
move to get the opinion of those skilled 
in advertising, though possibly igno- 
rant of the details of the particular 
business involved. 

Scores of advertisers will admit that 
their best advertisements have been 
suggested to them by outsiders, who 
have naturally looked at things from a 
totally different standpoint from that 
taken by the merchants themselves. 
We often see ads that we think— 
indeed, we Anow—we could improve. 
We often note good opportunities that 
another has overlooked, and we fre- 
quently obse:ve how near a man comes 
to making a big hit, failing only just 
because he does not see, as we do, the 
clear, short way to success, 

Everything depends upon the point 
of view from which it is seen, and, in 
advertising, he is wisest who tries to 
collect all the different opinions about 
his business that he can, sifts them 
carefully, utilizes them judiciously, and 
is honest enough to admit that he 
doesn’t know it all himself, but is not 
above learning from others. 





— +-+ 
ILLUSTRATED ADVERTISEMENT. 





“ SUITS REDUCED.”’ 
—Arkansaw Traveler, 
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THE FIRST EUROPEAN EDITOR. 

At the opening of the law courts of 
Brussels the other day the attorney- 
general referred, in the course of an 
eloquent speech, to the invention of 
journalism. It was in Belgium, he 
said, and not France, that the first 
newspaper was printed. Renaudot was 
not the first editor of a periodical, but 
Abraham Verhceven, a printer at Ant- 
werp at the sign of the Golden Sun, 
who published in 1605 a journal print- 
ed in Flemish and in French, entitled 
Nieuwe Tydinghen. It was about 
twelve or fourteen centimeters long, 
contained engravings, was approved by 
the censor, Canon Egbert Spitholdius, 
and was invested by the sovereigns 
with the exclusive privilege of bring- 
ing to the knowledge of the public the 
history and the doings of the army, 
its victories, its sieges, and its con- 
quests. The first number contained 
an account of ‘‘the glorious victory of 
the 17th of May, 1605, by the troops 
of their Highnesses, near Antwerp, on 
the Blocken-Dyck, against the rebels 
of their aforesaid Highnesses. The 
rebels crossed over in boats with the 
intention of cutting the dams and lay- 
ing siege to the town by land and 
water.” 

The succeeding numbers appeared 
at intervals more or less long until 
1629, when the journal became a 
weekly. It gives accounts of the po- 
litical events in Europe, anecdotes, 
sketches and satirical squibs, all of 
which go to prove that Verhoeven was 
a true journalist and understood the 
necessity of giving to the public a 
varied collection of reading. 

Nevertheless, the inventor did not 
make “a fortune. His Hebrew name 
made his orthodoxy doubtful, and he 
was the object of several persecutions. 
In 1637 he sold out his Viewwe 7 ydin- 
chen at a low price, and the journal 
then assumed the singular name of Ga- 
sette-E-xtraordinarisse Post-Tydinghen, 
The Belgian attorney-general closed 
his remarks by paying the following 
strange compliment to the power ‘of 
the press : 

‘*In the evening, when sleep flees 
from our agitated eyelids, deaf to all 
our appeals, refractory to our wishes, 
what immense assistance we derive 
from the attentive reading of some 
grave and deep leading article, such 
as many a high-toned journal enriches 
its columns with, Under its soothing 
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influence a salutary repose closes in 
upon us, and the enchanted cup of the 
queen of night pours down upon us its 
treasures, in obedience to the mysteri- 
ous power of the press."’—W. ¥. Suv. 


THE POWER OF PRICE, 


General advertising operates on a 
community in a general way; but the 
feature that directs the steps of the 
purchaser straight to your store is the 
fact of the published price and descrip- 
tion of the goods. Time was when 
the great conservative stores of New 
York ignored this power of the print- 
ed price ; they sternly refused to yield 
to such a degenerating tendency ; the 
traditions of these establishments were 
it, and so it was frowned 
down; although, unfortunately for 
them, it refused to be frowned down 
to any great exteat ; the practice grew, 
and its friends to-dayare legion. One 
by one the great stores have fallen 
into line. The latest convert to the 
idea is Tiffany, New York’s great 
jeweler. Tiffany’s advertisements 
now bristle with The great 
American maxim, ‘‘ Suit your goods 
to your customers’ taste and fit your 
price to their pockets,” has won out 
—Dry Goods Chronicle 


against 


pric es. 


A SCHEME WORTH TRYING 





Dry Goods Man—We have an awful stock 
of these goods. I don’t know how we'll ever 
get rid of them. 

His Partner—Suppose we advertise that we 
will sell only ten yards to each customer.— 
N.Y. World, 
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COSTLY PRINTER’S ERROR. 


There was a curious scene one day 
recently at one of the largest mercantile 
establishments in the city of Pittsburg, 
caused by the accidental dropping of a 
single character from an advertisement 
in the columns of a Sunday newspa- 
per, the Zeader. The business house 
had advertised a special sale of a cheap 
grade of ladies’ wrappers at 98 cents 
each. In the transfer of the type form 
from the truck to the steam table in 
the electrotyping room, the figure 9 
fell out of the advertisement. When 
the paper was sent out to its readers it 
contained the announcement that the 
firm in question would sell ladies’ 
wrappers at 8 cents each. 

The people of Pittsburg know from 
long experience that the firm always 
makes good its public announcements. 
Monday morning, before the doors of 
the concern were open, scores of wom- 
en were waiting there to buy 8-cent 
wrappers. None was disappointed, 
excepting those who came too late. 
Every wrapper in stock of the grade 
advertised was sold at 8 cents each. 
Then a bill for $405, which represent- 
ed the difference between 8 cents and 
98 cents on each wrapper sold, was sent 
to the Leader, and the Leader paid it, 

The Pittsburg Dispatch had a like 
experience with another business house 
some years ago, but it is understood 
that the sum it had to make good was 
about twice as large as the amount 
charged up against the Zeader. It is 
experiences like these that make Pitts- 
burg newspapers very careful, indeed, 
in handling the advertisements of their 
patrons.—Newspaperdom. 

a. 
THE EFFECT OF LYING. 


The one great thing that makes so 
much advertising fall flat is to be 
found in the advertisers themselves. 
They lie about their goods. They tell 
what isn’t so. For instance, one man 
says he sells a soap that is a wonderful 
article. He tells the good housewife 
that all she has to do is to buy the soap 
and sit down. The soap will do the 
rest. It will finish the job. Accord- 
ing to his ads the soap is a living, 
breathing thing. It cana do everything 
but talk. It rolls up its sleeves, spits 
on its hands and proceeds to drive out 
all the dirt within a radius of ten 
miles. Maybe I am exaggerating a 
little, but not very much. When the 
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woman buys the soap she finds it just 
like any other soap. It makes things 
clean, but it does not work automatic- 
ally. She has to apply it, and apply 
it hard. By the sweat of her brow and 
by the power of her elbow she makes 
the soap do its duty. The next time 
she. sees a soap ad or any other kind of 
ad she smiles and says: ‘‘ Thank you ; I 
have had a little experience of my own.” 
Then, when the advertisements begin 
to lose their pulling power, the adver- 
tiser says such and such papers, or 
posters, or booklets or circulars are no 
good—they don’t pull.—Ai/board Ad- 
vertising, Cincinnati. 


FREE 
BUTTONS! 


ELECANT BUTTON FREE 
WITH EACH PACKACE 


Sweet 


Caporal 
Cigarettes 


AN OPPORTUNITY TO 


MAKE A COLLECTION 
OF BUTTONS 


WITHOUT COST. 






































CIGARETTE advertising consists 
largely of offers of buttons, jewelry or 
pictures, to be found either in the 
packages themselves, or to be secured 
by the presentation of a certain num- 
ber of coupons or wrappers. It is said 
that these free distributions result in 
greatly increased sales. Why the use 
of cigarettes cannot be stimulated by 
the same advertisef\ents that are used 
in tobacco or cigar advertising is not 
clear to the Little Schoolmaster, Can 
any one inform him? Or can any one 
send him a cigarette advertisement 
that does not make a premium offer of 
some kind ? 
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BUSINESS BALKED. 


The picture here shown is reduced from a full-page cartoon in Harfer’s 


Weekly. 
onous. 
vival, 


” in a way to show his best paces, than the 


It very well illustrates a condition that is becoming truly monot- 
Uncle Sam no sooner gets his favorite horse, called ‘‘ Business Re- 


‘Jingo Band” starts up, 


scares the horse and upsets all calculations. 


NEWSPAPER OWNED BY CITY. 

Dresden, one of the German capitals, owns 
a singular piece of property. It is a morn- 
ing newspaper, the Dresdener Anseiger. 
This daily, upon the death of its last pro- 
prietor, was willed to the city upon the con- 
dition that all profits arising therefrom 
should be spent upon the public ’ parks. 
This year a large playground of nearly eight 
acres was purchased Been Prince George, the 
king’s brother and heir apparent, and it will 
be ready for use next spring The paper 
continues to hold the respect of all citizens, 
for the trust has been carried out in its 
broadest spirit, and the power has never 
been employed to foster any school of opin- 
ions.— Fourth Estate. 

> 


BADLY NEEDED. 


“There is one thing that’s badly needed in 
our post-office,” remarked Wheeler, as he 
opened another dunning letter. ‘“ What's 
that ?”’ timidly inquired is typewriter. “A 
* Post No Bills’ sign.” — 77 


QUITE A DIFFERENCE. 

The society editor, in describing the belle 
of the Thanksgiving ball, concluded, saying: 
“ And her dainty feet were incased in shoes 
that resembled fairy boots.”” But he was 
horror-stricken the next morning on glancing 
down the column of his paper to see that 
his blundering printer had set it up in this 
manner: ‘‘ And her dirty feet were incased 
in shoes that resembled ferry-boats.”— Boot 
and Shoe Recorder. 

- " 
MEMORIZED. 

Catterson—I suppose you are pretty famil- 
iar with the country from New York out to 
your suburban home ? 

Hatterson—Yes, I know every inch of the 
advertisements. —Life. 

os 
AN OPENING. 

“No, boy; what could a hard- working 
newspaper editor like me want you for?” 

“Well, sah, I'd be uh kin’ of uh culuhd 
supplement, sah.” —Scribner’s Magazine. 
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A SPECIMEN PAGE. 

The advertisements collected on this page 
are not reproduced because they are meri- 
torious, but because they present novel feat- 
ures. ‘The bicycle ad is rather curiously dis- 
played, the p »yramid ad will perhaps be sug- 
gestive to other advertisers, the fodder shred- 
der ad is in the shape of Ohio, and so forth. 
Printers’ Ink solicits copies of all curious 
advertisements upon which any of its readers 
may stumble. 


AGRICULTURAL INSURANCE CO’Y, 
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“It will go ! 
away after awhile.” 


That’s what people say when .{ 
advised to take something to 
cure that cough. 

Have you ever noticed that 
the cough that goes away after 
awhile takes the cougher along? 
And he doesn’t come back! 


arr arrearrear ra 


. Ayer’ Ss 
' Cherry Pectoral | 
Cures Coughs. 
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SYRACUSE 
BICYCLE 


a9 
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ONINNNG-JO 3cwa- | 





T DERFECTION OF-DESIGN:} 





‘THERE 19 BUT ONE COIMSON IM IT 1S THE SYRACUSE. 


SYRACUSE-CYCLE CO... 


‘SYRACUSE N'Y 











that would not only cut en- 
ay, straw and dr 
with t 


HIO 


Standard Ory Fodder Shredder which is 
the latest, and we believe the best of its kind 
You willl 09 by the cut it isthe same machine, 
witha r cylinder; it is interchangeable’ 
with the knife cylinder. Two machines in one 
Will tell all about it in our circulars 
and catalogue, mailed F 


The Silver Mfg. Co. 
SALEM, OHIO. 
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SYSTEMS 
Give LIGHT 
axD POWER 
HALF 
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TEXAS IRREVERENCE. 

One of the most transparent, yet most suc 
cessful, of modern frauds is the sectarian 
weekly. Its ostensible mission is the spread 
of the Gospel, but it is, almost invariably, 
“out for the stuff."" Not one in ten deals 
honestly by either subscriber or advertising 
patron. When once your name is entered as 
subscriber to a sectarian sheet the paper is 
harder to get rid of thar a tax collector or 
an evil reputation. If you order it for three 
months you are “stuck” for life. When 
you die it goes to your heirs or assigns, and 
when they pass from earth the postman rev- 
erently places it on their sarcophagi. Bills 
and tearful, begging letters are sent out once 
a quarter, but you are not really expected to 
respond. Of course, the publisher calls you 
* dear brother”’ in every epistle, and assures 
you that he “cannot keep up the good fight”’ 
unless you supply the sinews of war, but the 
chances are that you are having troubles of 
your own, and give the Scimitar of Sancti- 
fication or Sacred Sad-Iron to the gude wife 
to paper the pantry, or use it for purposes 
less polite. And it keeps coming—bearing 
its weekly burden of unmitigated bosh 
The publisher figures that if one in five re- 
sponds with er, ducats he’s ahead of th: 
deal. He keeps your name on his subscrip- 
tion books in the humble hope that some day 

our conscience will get to hurting you so 
bad that you'll sell the cook stove and send 
him the cash—all for Christ. If you per- 
emptorily demand that he cease sending the 
paper, he cites the law “for the protection of 
publishers,” and as you cannot mortgage 
your homestead to pay up arrearages youcon- 
tince to take the //yfocrite’s Own and wish its 
editor in hell. He sends it, not because he 
has the ghost of an idea that you are ass 
enough to read it, or has much hope that you 
will ever pay for it, but because it enables 
him to prove up “‘a tremendous circulation "’ 
and elongate the quileless advertiser’s leg. 
The Baptist Standard is acase in point. Its 


Encorporatcd—Capital $100,000. 
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CHEAPER THAN DIRT, 
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publisher—one of those dear, good men who 
are forever weeping for the sins of the world 
—assures advertisers that he has a bona fide 
circulation of “‘about”’ 25,000 copies. The 
Iconoclast has repeatedly offered to donate 
$10 to Texas’ chief Baptist University for 
every thousand paid circulation the Siand- 
ard can prove in excess of 10,000. That 
offer still stands. Its publisher dares not 
come to a show-down, because it would ever- 
lastingly wreck his ‘advertising graft, and 
might result in his going to the penitentiary. 
Still, the Standa rd} is a fair sample of seven- 
eighths of the sectarian weeklies printed in 
the South. When a man has failed at ey 
thing else he dons a Prince Albert coat, 

cholera-morbus expression, grinds out some 
kind of mental abortion, stuffed with hypo- 


critical “‘awmens,”’ and proceeds to work the 
advertising sucker.— Brann’s Iconoclast, 
Waco, Texas, November, 1896 

+o 


GUARANTEED CIRCULATIONS. 

The Advertisers’ Guarantee Company, a 
Chicago enterprise organized for the purpose 
of furnishing advertisers with reliable infor- 
mation regarding circulations of various pa- 
pers, is a move in the right direction. The 
Advertisers’ Guarantee Company proposes 
to investigate the circulation of papers will- 
ing to pay all expenses, and certify to its 
findings under a bond of $50,000. This bond 
is hung up in such way that an advertiser 
proving the falsity of the guaranty is entitled 
to a pro-rata compensation for circulation he 


buys but does not secure out of it.— 7he 
Newspaper Maker. 
CONGRATULATED. 
Crimsonbeak — There’s a man who was 


congratulated by his employer for being 
short in his accounts 

Yeast—That's curious. 

“Not at all; he’s a newspaper writer.”"— 
Yonkers Statesman 


IF Oniy Republican Daily Evening Rewspaper in Cdicago.“By 
hmee~ate he 


Tue Crcaco Daity Rerusican | 


Fort Protection of Our Dome Tndustrics. 
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Brice, One Cent a Copy. 


Chicago, ps 4 F__ 1696 
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The Daily News, 


BIRMINGHAM, ALA., 
Every Evening Except Sunday, 


HAS THE LARGEST DAILY CIRCULATION IN ALABAMA 


Published in Birmingham, the most active business 
city of the State, it carries, by far, more advertise- 
ments of a local character than any other Alabama 
newspaper, proving conclusively the esteem in which 
it is held by the best informed advertisers. 

Advertising rates as low as possible consistent with the 
service given. 


The Daily Item, 


NEW ORLEANS, LA. 


(EVERY EVENING, INCLUDING SUNDAY.) 


SWORN CIRCULATION : 
Daily Average - 16,618. 


A truthful, fearless, independent newspaper 

Full Associated Press Service and complete reports 
of all local news. 

THE SUNDAY ITEM is admitted to be the best home 
paper in the Crescent City. 

THE DAILY ITEM is prepared to back its claim to 
the largest circulation in New Orleans. 





Advertising rates in proportion to honest circulation lower 
than any other Southern Newspaper. 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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WICKED ADS. 
London Commissioner of Police 
warned the public, through the 
against fraudulent advertisements, 
such as the following : 

Advertisements offering 
ment, “home work, ” etc. 

Advertiseme nts about employment 
ing, fruit growing, etc.—in the British 
Colonies. The crown agents of the various 
colonies afford information on such subjects 

Advertisements offering a prize (some- 
times a silver watch) to any person who 
guesses some obviously simple cipher or 
puzzle. 

Advertisements of missing word competi- 
tions abroad. All such schemes are illegal 
and most of them are fraudulent 

Advertisements offering to obtain situa- 
tions on payment of a p= & the applicants. 

Advertisements offering a lucrative sleep- 
ing partnership in a good business. The 
business relates to swindling betting trans- 
actions. 

Advertisements asking for loans on the 
security of pawn tickets. The articles in 
such cases are pledged for their full value. 


co - 
IT OUGHT TO BRING BUSINESS. 
Here an advertisement which should 
bring trade, even though people had to use a 
grindstone to wear holes through their shoes : 
—_—_——__- — 
I am the Father of 
TWENTY-SIX CHILDREN! 
No Twins, 
1 AM ALSO A COBBLER 
Awnp Neep Work 
If I have served my country well, it is 
evidence that I will mend your shoes well. 
One good turn deserves another. My shop 
is in the rear of Caldwell and Lanier’s. Let 
me half-sole those. J. M. Linney, 


The 
recently 
papers, 
“home employ- 


farm- 


is 


—Boot and Shoe Recorder. 
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EASILY CHANGED. 

Irate Manufacturer—See 
you an advertise me nt saying 
“inferior to none 

Editor —Yes, 

Irate Manufacturer—You printed it 
ferior in tone.”’ 

Editor—Oh, 
easily fixed. 

Irate Manufacturer—Eh? Easily fixed ? 

Editor—Certainly. Change the name of 
your pianos and send me another advertise 
ment lere’s a card showing our rates 
Good day, sir.—Standard, Boston, Mass. 


here ! 


my pian 


Ss were 


sent 


well, never mind; that's 


--- 
HOW BUTCHERS ADVERTISED IN 18:7 
When a butcher in any of the public mar 
kets became possessed of an exceptionally 
fine beef or a number of sheep, he would 
parade them through the principal streets, as 
jroadway, Greenwich, etc., preceded by a 
band of music and followed by the fellow 
butchers of his market, the cortege being ar- 
rested before the home of the customers of 
the butcher, when it was expected of the 
occupants to step out and give an order for 
such part of the animal paraded as they 
elected.— Haswell’s Reminiscences of N. 


— ee 
THE NEW JOURNALISM. 

Teacher—What is foreign news ? 

Apt Pupil It is news printed very con- 
spicuously the first day and denied in an ob- 
scure paragraph the next.— 7rautA, 

- +o 

Printers’ Ink tries very hard to secure 
advertising contracts from the best paper in 
every prosperous State; the best paper in 
every city of unusual enterprise; in the best 
class journal of every class that sustains one 
that is way upin value. The advertisements 
of such journals are useful to the readers of 
Printers’ Ink, which is a journal for adver 
tisers. For the publishers of papers that 
stand high enough in the matter of quality, 
Printers’ Inx’s advertising columns are held 
wide open, and the terms are easy. 


Light is breaking— 


the ligh 


t of reason—on the minds of those who eat 


oatmeal. Of “cheaper” oatmeals there are plenty—but there is 


none so good as HO. H-O ( 


Hornby's 
Oatmeal 


) Co., 71-73 Park Place, N. Y. 
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ON STORE DECORATION. 


Your decorations of floor, walls and ceil- 
ing should be nothing more nor less than a 
background for your stock. A retiring back- 
ground lends value to your goods and throws 
them forward, a gaudy background comes 
forward itself and usurps their prominence, 
destroying color and texture. Beware, in 
giving vent to your artistic nature, Jest you 
succeed in creating at last, not a market for 
outfittings, where people come freely asking 
prices, but a temple of fashion where they 
enter timidly and gaze in awe and say: 
“How beautiful!” Where their cautious 
footfalls start marble echoes; where scrolls 
and figures stare from walls, and even the 
ceilings call down for applause. Where the 
clerks have rather the aspect of museum at- 
tendants, and where nothing is wanting save 
the word of the proprietor, ened as to how 
many thousand a year it costs to run it all. 
And the penalty is that the customer, hav- 
ing feasted his eyes on the magnificence of 
the store, at last discovers the neckwear for 
which he sought, with the result that the 
dollar and a half scarfs appear to him to be 
worth exactly fifty cents. — Dry Goods Chron- 
icle. 


ee 
PROFESSIONAL. 
He (a despairing suitor)—If you will not 
marry me I'l] shoot myself. 
She (a literary journalist)—Splendid! I'l 
write it up for the Daily Bawler.—Arkan- 
saw Traveler. 


ty ow * 
JOSH BILLINGS’ PHILOSOPHY. 

Mi dear fellow, yu kan’t git ennything out 
ov this world unless you ask for it, and yu 
ain’t a-going to git mutch ennyhow, unless 
you insist upon it. 
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BARGAINS MUST BE BARGAINS. 
Abusing public confidence by fake bargain- 
counter schemes is about as bad advertising 
as a concern can be guilty of. Yet it is often 
done by many otherwise reputable stores. 

The merchant argues that there is an in 
herent weakness in human nature (especially 
in the feminine portion of it) for anything in 
the shape of a bargain, or what she can be in 
duced to believe is a bargain 

ihe merchant hugs himself and reasons 
thus: 

* By placing a certain lot of goods on a 
certain counter which the public have been 
led to believe contains coke special under- 
priced lots, and by shaving the price from 
soc. to 49c., if I can double the sale of this 
p-rticular article, then clearly I am a bright 
merchant. Yes, 1’m humbuggingthem. But 
the joke is they don’t know it, and what they 
don’t know won't hurt them.’ 

No, it won’t hurt them, Mr. Merchant, but 
some of them are going to find it out, and 
then it’s going to hurt you.—Dry Goods 
Economist. 

_ vows = 
IT PLEASED HIM. 

In the office of acountry weekly a mistake 
recently occurred in the number of papers to 
be printed and the shortage of a hundred or 
so copies was not discovered until one side 
of the forms had been distributed. To avoid 
total disappointment of a number of his sub- 
scribers, the editor had enough “half sheets"’ 
struck off to complete his list, mailing them 
with only one side printed. Meeting a sub- 
scriber a few days later, the editor offered 
an explanation and apologized for the paper’s 
shortcomings. ‘* That’s all right,”’ the patron 
assured him, “I didn’t have to read but one 
side of it.’’ 





* . J ) 
Piscatorial 
ONSORIAL Artists, Physiognomical Hair 
Dressers, Cranium Manipuiators, Capil- 


lary Abridgers, shaving and hair cutting 


with ambi-dextrous facility, Shampooing 


Repository | 


on philological principles. 


Comprehend? 


Of course! 


tw"Come ahd repose a la attitude, Recumbent, artistically, fa our Piscatorial 
Boudoir, and our physiognomical hair-dresser wil] dexterously manipulate your 
cranium, abridge your capillaries, and shampou you with ambi-dextrons facility 


on philological Sclaciples satisfactorily. 


ATKINSON & HORN, 


Tonsorial. Artisis. 





THIs advertisement is reproduced as a ‘‘ terrible example ” of the extremes 


to which misguided ‘‘ smartness”’ 


can go. 


Such an announcement reflects 


on the sanity of the advertiser, and is well calculated to drive away people 


of good sense, 


The ‘‘ Little Schoolmaster ” would not dare to trust his face 


Qo the mercies of a barber who advertises like this, 
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A WORK OF WONDER. 
A POSTER IDYL. 


There came to me an artist of the Aubrey 
Beardsley brand, 

A man whose reputation 
through the land. 

His advertising posters had secured for him 
renown, 

And his multi-colored efforts had received 
the critic’s crown 

He said that, if I wished it, he would make 
me a design— 

A business ad that surely would all other 
ones outshine. 

His price—five hundred dollars 
little steep, ‘tis true, 

But I gave him the commission, and here’s 
what the fellow drew: 


resounded 


had 


seemed a 


A violet young lady with bright vermillion 
hair 

Upon a black and yellow wheel sat with a 
vacant stare. 

Some gray and purple foliage was growing 
on her right 

From pink and orange branches of a tree 
most snowy white. 

A church of red and saffron stood in an amber 
field, 

Where crimson grass was partly by an azure 
fence concealed. 

Some dark brown clouds were fleeting with 
gold ones in the sky, 

And birds of lemon plumage were soaring up 
on high. 


Oh, it was a work of wonder, there’s no ques- 
tion about that, 

For conno:sseurs came often to the artist's 
charming flat, 

And they wondered at the drawing, so artis- 
tic in the touch, 

And they wondered at the colors—said they 
never had seen such ! 

And they wondered at the blending, at the 
weird conception grand, 

And at a lot of other things I couldn't under- 
stand, 

But I did my little wondering, as you may 
have surmised— 

I wondered what the people thought 
poster advertised ! 


see -- 
READY-MADE BEATS. 

A professional burglar in Berlin found a 
new and original way of adding to the ordi 
nary profits of his profession. After each 
burglary he sent a full account of it to one 
of the daily newspapers, and for this he re- 
ceived payment in the usual way. But he 
tried his plan once toooften. Theeditor got 
suspicious, and gave information to the po- 
lice, and soon found out how this amateur 
reporter was able to beat all rivals in the way 
of early information. The result was that 
the burglar-reporter was soon in safe cus- 
tody. What a welcome addition this jour- 
nalist would have been to the staff of a sen- 
sation-mongering Sunday paper in free 
America !—National Advertiser. 


TELLING PEOPLE ABOUT THINGS. 

Advertising is telling people about things. 
Telling them what things look like, what 
they are good for, who sells them and what 
they cost. Getting business is merely a 
question of advertising. It is merely a ques- 
tion of asking hard enough and long enough 
and often enough and in the right way. 
Sometimes it takes a good while to find out 
the right way, but there is a right way for 
everything.—Ai/.b0ard Advertising 
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SHAVING MUGS AS ADVERTISING ME- 
DIUMS IN LONDON. 
Pearson's Weekly says that an interesting 
feature of the East End, London, barber 
shops is the rack of pigeon-holes filled with 
shaving mugs, each esien, usually in 
German text, the name of the owner. The 
shaving mug is evidently esteemed a valu- 
able advertising medium, ior many a mug 
bears, in addition to the owner’s name, some 
emblem of his business. The undertaker 
puts on his mug the picture of a richly-ap- 
pointed hearse, with all the proper trappings 
of woe. The butcher decorates his mug 
with shoulders of mutton, pigs’ heads an 
linked sausages. The dentist displays the 
traditional double row of sonaviadiy perfect 
teeth. The fireman’s mug bears the illumi- 


nated picture of a fire engine. 


IN PARIS, 

In Paris I once heard the ambassador of a 
great power state deliberately that he could 
— any article he chose in any paper of 

‘aris, provided he paid their regular rates. 
The statement was so astounding that I 
asked him seriously whether he meant what 
he said, whereupon ke repeated this damnin 
proposition ; in other words, he onensell 
Parisian journalists of treating their editorial 
columns as we treat those reserved for ad- 
vertisements, and at the same time practic- 
ing a deception upon their readers.—Pou/t- 
aey Bigelow, in No th American Review. 

a eal 
UNPROFITABLE FOR SCHEMERS. 

The solicitor for transient advertising gen- 
erally finds it advisable to steer clear of 
large newspaper advertisers, Such are usu- 
ally poor patrons of transient advertising in 
the town where they are located, but are fre- 
quently “ soft marks” for anything designed 
to appeal to an outside or country clientage. 
When secured, their demands for “preferred 
space " and the time it takes to land them 
render the profit margin small.— Advertising 
Schemes, Manchester, N. H. 

a ia 
REACHING ITS DESTINATION. 

The poet enters timidly, “Here are a 
few verses, Mr. Editor,”’ he says, deferen- 
tially. The barbarian, without he a up, 
says, busily: “ Please throw them in the 
basket yourself—I haven’t time just now.”’ 

L'lilustre de Poche 


aaa 
NEWSPAPER AND MAGAZINE NAMES 
ILLUSTRATED. 


(FEAT SusH 





“ BROOKLYN LIFE.”’ 
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IN CHICAGO. 
CuicaGo, Jan. 1, 1897. 
Editor of Printers’ Ink: 

The Great Northern theater advertised a 
“bargain matinee.”” The ad of St. Paul’s 
Church on the billboards consists of a picture 
of the edifice, pastor’s announcements and 
ends with * Welcome to All.” During the 
holiday season several of the cheaper State 
street stores employed “ barkers”’ of a most 
aggressive type. It is said that one reason 
the post-office is being demolished so slowly 
is because the wrecking company wants to 
get rent from the sign-boards for so long a 
time as possible. Small ads in the Chicago 
dailies, in which poor people ask assistance, 
clothes, etc., from the charitably inclined, 
are sometimes met with. A local advertiser 
says: ** You profit when you buy ; we profit 
when we sell.’ C. E. Severn. 





THE CONCORD “INDEPENDENT ” 
GETS THEM ALL 
Concorp, N. H., Dec. 28, 1896. 
Editor of Prixters’ Ink: 

The statutes of New Hampshire state that 
all property to be foreclosed or sold to pay 
overdue taxes, and owned by non-residents 
of the State, shall be advertised in the Con- 
cord, N. H., /ndependent Statesman, and 
also some paper published in the county 
where property is located. Every piece of 
property sold at auction in any part of the 
State, previously owned by a non-resident, 
must therefore be advertised in the /n. e- 
pendent Statesman in order to be legal 

P. 


- +o 
THE COUNTRY NEWSPAPER. 

The circulation of an old established coun- 
try newspaper varies very little from year to 
year. [have on my books to-day more than 
1,000 names to whom, or to their families, the 
Courier has been sent continuously since 
1860. We never discontinue a paper when 
the subscription expires, as do the city week- 
lies. It makes no difference if a patron is in 
arrears for a dozen years, the paper goes to 
him each week, because from past experience 
we know he will pay some time ; and he does. 
What changes occur are during the first two 
or three weeks in January of each year, 
when, by reason of death or other causes, a 
few names are dropped; but the additions 
more than keep the list intact. A “* weekly 
statement ” in our case is simply a repetition 
from week to week. ‘hile we do not seek 
or desire foreign advertising, as our home 
merchants, etc., fill nearly all the space set 
apart for that purpose, we, like every other 
publisher, probably, feel a pride in having 
our circulation stated somewhere near cor- 
= —E. S. Averill, proprietor Palmyra 
(4, Y.) Courier. 


oe 
AN INQUIRY. 
Ikey—Fader ! 
Fader— Vell? 
Ikey—Is dere any difference between fame 
undt free advertising ? ?—-/ ruth. 
— 


Printers’ Ink tries very hard to secure 
advertising contracts from the best paper in 
every prosperous State ; the best paper in 
every city of unusual enterprise ; in the best 
class journal of every class that sustains one 
that is way up in value. The advertisements 
of such journals are useful to the readers of 
Printers’ Ink, which is a journal for adver- 
tisers. For the publishers of papers that 
stand high enough in the matter of quality, 
Pxinters’ Ink’s advertising columns are held 
wide open, and the terms are easy. 


PRINTERS’ INK. 









ADVERTISERS’ BRIGHT SAYINGS 


Printers’ INK solicits marked copies of print- 
ed advertisements in which “ bright say- 
ings,”’ terse and epigrammatic expressions, 
appear. There are lots of them, and some 
of them are mighty good. 








Hicu art divorced from high prices. 

Tue temptation we spread before you is 
quality—without that any price would be 
Sek 

We know but the one grade—the best. 
Whether it is an every-day suit, pants or 
overcoat, you'll find it the best for the price 
that can be produced. 

THE reason why you, as a reader of 
Hoard’s Dairyman, can do us more good 
in securing new subscribers than we can 
ourselves, is that you are personally ac- 
quainted with both. 

A PATIENT once said of her doctor: “ He 
has the largest practice in the city, yet never 
seems to have any case but mine.’ That's a 
perfect physician. We endeavor to carry 
out this same principle with each and every 
one of our customers. 

Because we sell high-grade clothing some 
people infer that we have no low-priced 
goods. That isa mistake. We have no shoddy 
or other truck for sale at any price, but we 
sell as low and as good as is consistent with 
durability and honest trading. 

Tue first thing a shrewd man does when 
considering a business proposition is to ask 
himself, **What is it worth?” When we 
mention our guarantee as one inducement 
for you to take up the sale of our goods, you 
naturally ask this question. Consult your 
Dun’s or your Bradstreet’s and it will be 
answered to your _— satisfaction. 


TRAINED NURSE PAPERS. 

There seem to be two journals published 
strictly in the interests of trained nurses in 
the United States. The oldest and the leader 
in its class is The Trained Nurse and Hos- 
pital Review, and the other, 7he Nursing 
Record, both published in New York City. 
They are monthly journals, the former hav- 
ing been published for over ten years and is 
recorded with a paid circulation of 10,000 
copies per month, while the latter has been 
published something over two years and has 
a circulation of about 3,000 per month, Ac- 
cording to reliable estim¢ ates there are over 
20,000 trained nurses in the country to- day, 
and this number is const: antly increasing. It 
would seem wise for every Ansas amy of a 
medicinal or food preparation to enlist the 
assistance of the trained nurse in its behalf, 
and, as the above-mentioned journals cover 
the entire field, the experiment would not be 
a costly one.— Bulletin o/ the American 
Medical Publishers’ A Aerieiee. 


THE “* TIMES’ be  PROOFREADER. 

The chief proofreader of the London 
Times is a Cambridge graduate, who has a 
salary of £1,000, or $5,000; but then he is a 
great scholar, not only in the English lan- 
guage, but in all ancient and other tongues, 
not excepting Asiatic ones. He is permitted 
to query and suggest excisions or additions 
to the work of writers and editors._/rank 
Leslie's Popular Mo Riis. 


A DISTINCTION WITH A DIFFERENCE 
“Your friend is an artist, I think you 
said.” ‘* No, sir, I did not. T said he drew 
pictures for the Sund; ay papers.’’-—Philadel- 
phia North American. 
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NOTES. 


Tue Ouxtlook, of New New York City, has 
been changed to monthly magazine size. 

Tue proprietors of Hub Gore advertise: 
= Napole on conquered Europe; Raphael 
painted immortal pictures; we make Hub 
Gore.” 

Tue Fargo (N. D.) Argus runs its mar- 
riages, births and deaths under the headings 

* Bells,” “ Yells,’ “* Knells.”’— Buffalo 
Express. 

Tue January number of the Home Maga- 
zine, Washington, D. C -» contains an article 
by Margherita A. Hamm on “ Women in 
Journalism.” 

In Chic ago the Associated Advertisers’ 
Club has just been organized. It aims to 
take under its wing all local adwriters and 
advertisers. The dues are $30 per year. 

An illustrated catalogue issued by the 
Buffalo Forge Co., of Buffalo, N. Y., con- 
tains 398 pages 7x9 each and is bound in 
red cloth and cloth. It shows how interest- 
ing and valuable a catalogue may be made. 

Mr. Cuas. A. Woo.rrork, of Louisville. 
sends to Printers’ Ink a little booklet on 
* Banks,”’ written for the Bardwell Deposit 
Bank, of Bardwell, Ky., the object of which 
is to induce patronage to the bank. It ma 
prove useful to those who contemplate such 
advertising. 

The Buyer is the name of a one dollara 
year monthly publication issued by The 
Buyer Publis ing Co., World Building, New 
York, devoted to the interests of buyers for 
large establishments. The impression the 
paper makes on one is that the buyer is a 
very important factor in business. 

E. A. VAN VALKENBURG, one of Mr. Wan- 
amaker’s political managers in Pennsylvania, 
has been held on charges of attempting to 
bribe Representative Weiss, of Northampton, 
and Representative Mackey, of Lackawanna 
County, to vote for Wanamaker for United 
States Senator.—.V. VY. Evening Post, Fan 
2, 1897. 

Tue dealers in furniture, carpets and 
housefurnishing goods of Worcester, Mass., 
have entered into a mutual agreement to do 
no more advertising in transient publica- 
tions for the benefit of fairs or societies 
They have also agreed to refuse all reque sts 
for the donation of goods to be raffled off at 
fairs, and for the loan of carpets, rugs and 
furniture.—Newspaper:iom. 

Tue Clinton, lowa, Clinton (o. Advertiser 
stands in point of circulation at the head of 
all English tri-weeklies in the United States. 
Since 1892 it has regularly furnished a report 
for the American Newspaper Directory, 
showing the actual average for each year, as 
follows: 





On the first of July next will go into effect 
the bill introduced into the House of Repre- 
sentatives by Mr. Loud, of California, per- 
mitting the use of private mailing cards with 
a one-cent stamp in the same way that postal 
cards are now used. The bill had been ap- 
proved by the Post-Office Department, as it 
would tend to popularize postal cards, be- 
sides effecting a saving to the Gov ernment of 
the difference between the cost of the cards 
and the stamps. The scheme had been suc- 


cessfully put in operation in England, where 
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in six months the number of such cards 
mailed had increased from 248,000,-00 to 
334,000,000.— Newepaperdom. 
Raat: OS 

A LITTLE ADVERTISING SERMON. 

Many advertisers condemn the whole plan 
of advertising because their initial effort in a 
poor medium failed. Don’t do it. Would 
a consider all clergymen thieves and liars 
»ecause one man of the cloth went wrong ? 
Try the experiment with all the conditions 
favorable. Carefully select the medium, 
conform with the other necessary require 
ments, and then if you fail your business was 
not m ade for advertising. There are a few 
such businesses, but not many.—/Ai/ade - 
phia G ocer World, 


AN HONORABLE MEDICINE MAN. 

“ Gol-fry it, mother!” exclaimed Farmer 

Ap ledry, looking up from his newspaper. 
ere is one honest patent medicine adver- 
tiser at last ! 

“IT want to know,” replied his wife 

“Yes, siree! He advertises that he’ll give 
to the person who discovers in his Peerless 
Remedy anything that is dangerous to the 
life or health of the taker three bottles abso 
lutely free gratis. "—N. Y. Journal. 

aoe 
MODERN JOURNALISM. 

New Man—What shall I say about Mr 
Goodman's project ? 

Able Editor—See what the miserable sheet 
across che way says about it and then take 
the other side.—N. Y. Weekly. 

oe 


CAUSE AND RESULT. 
Husband (haughtily)—I never read ads. 
Wife—Well, I wish to gracious you would. 

You buy more things at - gher prices than 
any two men in town.—/'x 
+o 





A NICI E, FAT GOOSE, 
Customer (entering poultry shop) - I should 
like to see a nice, fat goose. 
Small Boy- -Yes, sir. Father will be down 
directly.— / 7 Bits. 


<> ———__—_—_ 


Classified Advertisements. 


Advertisements uuder this head two linesor more 
without display, 25 centsa line. Must be 
handed in one week in advance 
WANTS. 

W 48TzD Ad work Kast. Have energy, edu 

cation, experience, indorsements. O. hk 
RAY, Kansas City, Mc 
» der want type and Printivg, machinery. See 
ad No. | under“ For Sale.” Just what you 
want in eighteen c ities. 


\ ’ ANTED—Printers to try our half-to 1 
col., $1; 2 cols., $2. BUCHER ENGRAV- 
ING co. Columbus, Ohio. 


\ ’ ANTED— More printing from the class of 
ou willing to pay for the best. WM. 
JOHNSTON, 10 Spruce St., N. Y. 


W ANTED All money expended for adve “— 
ing in the direction of the Hardware Trac 

Save duplication of circulation. HARDW ARE 

DEALERS’ MAGAZINE, 271 Broadway, N. Y. 


W 4NTED to om one Fine, improved, gar 

den farm, 42% acres, within 1\¢ miles of 

this city; the best town in —_ worth $4,200; 

incumbrance $1.150; long dee t 6 per cent; for 

Re ea paper in Re S ublican county of gas 
M. FRASH, Hartford City, Ind 


(ante To lease, with | option on purchase, 

a newspaper plant in city of two to three 
thousand in a Northern Mississippi Valley State. 
A county seat Republican Pc preferred. Or 
would assume editorshi e stock in a 
company paper. A. P. P HEALD, Be Bellevue, lowa, 
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. -REVIEW, 
Desirable lines 


Spokane, Was Wash, 
N ANUFACTURERS’ broker. 
4 of d goods, notions, cloaks, wrappers. 
waists, underwear—anything or everything in 
ladies’ ready-made wear—wanted to handle on 
commission throughout West Virginia and Ohio. 
C. 8. JACKSON, 5 “immed Agent and Bro- 
ker, Parkersburg, W. Va. 


) ONE THING 

( In business tife yeolly necessary in creating 
a favorable impression is a handsome and artistic 
letter-head. Many business men are using letter- 
heads of which they are a little ashamed. I get 
up an elegantly designed and engraved lithogra- 
vure letter-head plate for only $7.50. Handsome 
ty a lithograph. High-class plate ‘at the price of 

cheap one. Sketeh on approval. W.MOSELEY, 

60 Hill St., Elgin, Ill. 


A BUSINESS proposition that is new always 
a meets with favor. We want you to hear 
ours. If you keep a store or are in business, or 
want to engage in business, we can interest you. 

Ww e = show how you can increase your profits, 

y, each year one to three hundred dollars, ac- 

ouriee to your location. Some people are sur 

»rised to hear how easy it is. They need ~¥ be. 

ron make money selling our goods. Be- 
cause we will do business with only one . in 
your town. That’sall. Write us a line and see 

what you think of it, PATENT GOODS COM- 
PANY, Manchester, N. H. 





—— - ++ — 
ADVERTISING NOVELTIES. 
of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dotlar. 


I: SOR the purpose 





1a a ae 
STREET CAR CARDS, 

OE artists have done work for the H-O Co., 

s. H. & M. Skirt Binding, De Long Hook & 

Eye and hundreds of others. We can do your 

designing—we write them and print them too. 


Tell us what you want. THE ADVERTISERS’ 
AGENCY, Penn Mutual Bldg., Philadelphia. 
4 





ADDRESSES FOR SALE. 


ISTS of names in any trade, in any country, 
1. Information on any commercial sub- 
ject. Credit reports on firms an ae In U. 
8. $1, in nat $3. in ~~ Ame $3. Agents 
where Sour established, ASSOC!I- 

STED TRADE & Th IN ust L PRE Wash., D.C. 











MAILING MACHINES. 
Ts Matchless Mailer ; best and cheapest. By 
REV. ALEXANDER DICK, Meridian, N. Y. 


M ACHINES and type pe for ys can | 7 bought 
best and cheapest from AM. TY PEF‘ 0 YD- 
See addresses in ad No. “ For 





ERS’ co. 1, ae 


Sale.” 
—- > 
PRINTERS, 
i ROW-WHEATLEY CATALOGUE COMBINA- 
TION. Home Life Life Building, New York. 





4 LOTUS PRESS, artistic printers, 140 W. 
23d St., N. Y, City. Send for our booklet. 
j TE ¢ neat, plain, attractive printing. Cata 

“rues, n0okiets, mphiets, circulars, 
cards, as , executed in the finest style Whea 
you want a good job—one that you want » 
to look at and read—come to us. PRIN ER 
INK PRESS, 10 Spruce St., New York 





~—o 
SU PPL IES. 
INC for ee BRU CE & COOK, 190 Water 
4 §$t., New Yor 


a for the printer—best and cheap- 
. See ad No. 1 under “ For Sale. 


QQ TEREOTYP E, linotype and electrotype met 
‘ als ; copper annodes ; zinc plates for etching. 
MERCHAN 5i7 
phia, Pa. 

,HIS PAPER is Vg with ink manufs ae 

ared by the W. D. WILSON PRINTING IN 

CO., L’t’d, 10 Spruce St., "Ne w York, Special priv + 
to cash buyers. 


& ©O., Ine., Arch 8t., Vhiladel- 


PRINTERS’ INK. 








BILLPOSTING AND ) DISTRIBU: TING. 


H°y* AND ADV ERTISING SIGN CO., Rome, 
Y. Roadside advertising a specialty. 


= 


WINDOW DRESSING. 





Te prevent windowssteaming or frosting—val- 

uable new discovery for $1. Address WINDOW 

DRESSING DEPT., Asso. Trade Press, Wash., 
+o —— 

FOR SALE. 


rp erates ad No. 1. 


D.C. 


Q' TALITY high, prices low. See ad No. 1. 
() BUYS 1 INCH. 50,000 copies Proven. 
$3.5 WOMAN’S WORK, Athens, Ga. 


D4 Y newspaper in Hudson River town for 
sale. “BAKGAIN,” 169 N,”"169 Eagle St., Albany, N.Y. 


I: ‘OR SALE—One S8%inch Powe # — be pee 
Cutter, one No. 2 Hughes Stereotype M 1e, 

one 7-horse Otto Gas Engine. GE BIL ARD P Ve oo K 
CO., 224-22 Washington St., Buffalo, N. 


M 


een, 
thin 
INS 


ORE money in mail order business than any- 
s ‘o interference with other oc- 
» tell you how and prain every 
Zamples, ete., 12e. E NATI« 1ONAL 
+ 17, Chicago. 





D NO. 1—We sell more type and printers’ ma- 
d chinery and supplies than ‘all other con- 
cerns, because our large purchases enable us to 
buy right and sell to the advantage of our cus 


tomers. Why buy the second best when the best 
costs you no moret Buy outfits omnpiee e one 
save money and trouble. AMERICA 

FOUNDERS’ CO., Boston, 150 Congress; ‘New 


York, Rose & Duane ; Philade Iphia, 606 San 
Baltimore, Frederic vater eo 83 “eule 
cott; Pittsburg, 325 Third Aven; Cleveland, 
Clair & Ontario ; Cincinnati, 17 Longworth ; chr 
cago, 141 Monroe; Milwaukee, 89 Huron; 
Louis, Fourth & Elm ; ; Minneapolis, 24 First ; ic 
sas City, 583 Delaware; Omaha, 1118 Howard ; 
Denver, 1616 Blake ; Portland, Second & Stark ; 
San Francisco, 405 Sansome. 


ie undersigned, having been appointed a 
committee by the Superior Court of Middle- 
sex County on the 16th day of December, 1896, to 
sell the articles hereinafter mentioned under a 
foreclosure of a chattel mortgage brought to the 
Superior Court in said Middlesex County by the 
“_ National Bank of Portland, Conn., against 
. F. Bigelow of said Portland, and kK. H. Wil- 
ae trustee of the insolvent estate of Kk. F. Bige 
low, hereby gives notice that he will sell, on the 
ae mises formerly occupied by said Bigelow at 
*ortiand, on the 2ist day of January, 1897, at one 
o’clock in the afternoon, the following articles : 
4 Platen Printing Presses ; 1 Cranston Patent Im- 
wroved Cylinder Printing Pre No. 1458 (bed 29x 
3), with air springs complete ith rollers and 
accessories ; the interest of E. F. Bigelow in 1 No. 
5 (29x43 bed) four-roller ( )ptimus P rinting Press, 
commas, with rollers and accessories, made by 
abcock Printing Press Mfg. Co., New London, 
Cc a and leased by them ; 1 No. 3 (O) ‘ampbe ~ 
Point Feed Folding Mac hine, No. 1204); 1 Perfo 
ating Machine ; 1 Acme Power Paper Cutter ; 1 
Wire Stitcher, Standing Press and Boards ; Wood 
and Metal Type, except such as in separate un 
opened original parcels; A ged ves and Print 
ers’ Furniture ; Brass Rules, Galleys and Jron 
Chases; ( ‘omposing Sticke and Tools; Engine and 
Boiler, Shafting, Beiting, Pulleys and Hangers; 
Office Furniture and F xtures, Safe, Cabinets, 
Stands, Cases and Files. | will sell at Middletown, 
Conn., on the 2ist day of January, 1897, at 3 o’clock 
in the afternoon, on the premises formerly occu 
pied by said Bigelow, at 103 Centre St., the follow 
ing articles: 1 Cranston No. 3 Book and News 
Cylinder Press (bed 32x46); 1 Cranston News 
Printing Press (32x46), with air springs and at 
tached to Folder; 1 Stonemetz Newspaper Fold- 
ing Machine (33x46); Metal Type, except such 
asin separate unopened original parcels ; Elec- 
trotypes and Printers yoo Brass Kuies, 
ialleys and Tron Chases, omposing Sticks and 
ranma Motor, Shafting, Belting, Pulleys 
angers; Office Furniture and Fixtures, 
Safe, Cabinets, Stands, Cases and Files. Purchas 
ers (other than the plaintiff) must pay ten (10) 
per cent in cash at time of sale, and the remain 
der within forty-eight hours thereafter. 
J. ALLEN BU TLER, Committee. 
Portland, Conn., Dec. 30. 




































ADDRESSES AND ADDRESSING. 


TAMES, fresh and up “to date, of taxpayers 
4 (farmers and stock dealers), with post-office 
addresses, obtaiged direct from county clerks of 
the various Staf*@s through the South, East and 
West. Will be sold or rented to responsible par- 
ties. Can furnish lists of South and West almost 
entire, and receiving fresh lists every week from 
different States. For further information ad 
dress A. H. DRU MMOND, 117 East Canton St 
Boston, Mass. 

ae - 


ADVERTISING MEDIA. 


2% cts). ENTERPRISE, 


WORDS, 5 times, 
Circulation 7,000. 


Brockton, Mass. 


1() “Brockton, Mass. "Circu 


\ DVERTISERS’ GUIDE, New Market, N. J. 6c. 
4 line. Cire’n 3,000. Close 24th. Sample free. 
( ’ RAND RAPIDS DEMOCRAT leading paper in 
¥ Mich. outside Detroit. LA COSTE, New York. 
NY person advertising in PRINTERS’ INK 
JA to the amount of $10 is entitled to receive 
the paper for one year. 
rPHE PIQUA CALL “wants” advertisers who 
want results. Larger cire. than all other 
Piqua dailies combined. LA CUSTE, New York. 








~—— 
ADVERTISING AGENC IES. 
F you wish to advertise anything anywhere 
at any time, write to the GEO. P. ROWKLL 
ADVERTISING UO., 10 Spruce St., New York. 


W E place advertising for advertisers, and we 

save them mone’ We saved a man $2,962 

hen Write us. THE ADVERTISERS’ AGEN 
Penn Mutual Bldg., Philadelphia. 

AGE CY, 502 

Del. Con- 

owe et cars 


\\HauxeTos ADVERTISING 

Equitable Bidg., Wilmington, 
ducta oieeeet advertising business. 
and programmes a specialty. Write u 


T= BATES-WHITMAN C©O., 132 Nassau St., N. 
., is the only agency on ‘earth that is pre 
red to take charge of ail of your advertising. 

ts work is not confined to n rsand mag- 
azines. Its distinct s Seakathy is to make and ex- 
ecute successful publicity plans for manufact- 
urers and jobbers. efers to absolutely every 
client on its books. Every one is satisfied. 
one is getting results rite. 








Every 


‘ +o 7 

ADVERTISEMENT CONSTRUCTORS. 

*HEODORE Sane EL HOLBROOK. 
Tribune Bidg., N. Y. 


E FFECTIVE advertising 
4 27 Broadway, New York 
K 

4e 


A. WHEATLEY, Spec jalist in Advertising, 
( 1 LAM & SHAUGHNESSY, Advertisers, 623 & 


Writer. 


= A, WHEATLEY, 


257 Broadway, New York. 

624,Temple Court, New y ork. Write 
» ETAIL grocers and dry gists: Got what you 
\ want. Write me, JED SCARBORO, B’kilyn. 
Ta ee EY CATALOGUE COMBINA 
TION ; high-grade business-bringing cata- 

ene Home Life Building, New York. 
= Lente writer of exc lusively medical and 
adv ertisin: Advice or samples free. 

ULY sons « . MANNING, South Bend, Ind. 
| F you do, know or think of anything of inter- 
est to advertisers send it to Char'cs Austin 

Bates’ Criticisms, 15-17 Beekman 8t., N. Y. 





( YALL anager of nearest branch AM, 
TYPE ‘FOUNDERS’ CO., addresses as per ad 
No. 1 under “ For Sale,” and get posted on type. 





N Y little booklet. “ How,” tells what I do for 
the m a ‘ou ought to Ry, me for advice. 
Ask for it. CHARLES AUSTI BATES, Vander- 
bilt Bidg., N. Y 
LL the borders and type 
INK are at the disposal 


used in PRINTERS’ 
of people who have 
thei 7 aerereeemente put in type byme. WM 
JOHNSTON. Mg Printers’ Ink Press, 10 Spruce 

St., New York 
every town to seil 


Wwe. want an acent in 
Charles Austin Bates’ Uriliciems and Mr. 
’ The commis- 


“Good Advertising.’ 
the sales pretty evsy. Address 
15-17 Beekman St., 


Bates’ <3 
sions are liberal— 
HOLMES PUBLISHING CO., 
New York 
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INK. 
\ ’RITE your own ads. Save 

the best ideas. Our Clipping 
send you the latest ads in your line o of trade. 
Want particulars! ASSO RADE & INDUS. 
PRESS, Washington, D.C. Established 1887 


HAVE just made a smal! booklet which, f« 

want of a better title, is identified in my office 
by the word “ How.” | am proud enough of it 
to wish every business man to haveacopy. Ask 
for it. CHARLES AUSTIN BATES, Vanderbilt 
Bidg., N. Y. Plans, advice, writing and illustrat 
ing for advertisers. 


I*} you want Mr. Bates’ criticism on your circu 
lars, ads, booklets, catalogues, plans—if you 
want him to solve your advertising proble msand 
answer your vital business questions, submit 
— = og © > wanton in his new paper, Charles 
iticisms. Address HOLMES 

‘ Ul BL ISHING oo. 15-17 Beekman St., N. Y 


“HE best way to judge of an advertising 7. 
cialist is to become acquainted with ris 
every-day ideas and methods. Those who wish 
to “keep tab” on Mr. Bates can do no bette r than 
to subscribe for his new red paper, Charles 
Austin Bates’ Criticisms Address 
BOL MES 4 UBLISHING CO., 161 Beekman 8t., 
New Yor 
<<( =am. 4 AUSTIN BATES’ CRITICISMS” 
a 16-page monthly paper. The price 
$1 ayeer. The first number out. Sample copies 
10 cents. Printers’ [NK readers know Mr. Bates 
and bis work. They either want it or they don’t 
Argument is unnecessary. We want the subscrip- 
—~ of those = ) Tg. they cannot very well 
re a long without the paper. Address HOLMES 
*UBLISHING CO. 15-17 Beekman S8t., N. Y. 


VM R. BATES wants actual interviews with busi- 
ness men for publication in his new paper, 
Charles Austin Bates’ Criticisms. The sender of 
every such interview will receive the paper for 
two years in payment for his services, and the 
sender of the best interview each month will re- 
ceive a spe tl oPx = Mr. Bates’ hand- 

some 700- fobs 20€ nave rtising.” 
Address F MES P BL ISHING CO., 15-17 Beek- 
man St., N. 









‘HE best booklets 1 are mine. | have the sam- 
ples to proveit. If you want your booklet 
to be really a credit to you, I want to talk with 
you. My work is the finished, polished, com- 
plete product. What you get from me is not ex 
perimental. When your booklet is my booklet 
ou have the satisfaction of knowing that you 
have the best you can ox. Is that egotistical t 


All right. It’s true—and that’s the main point 
after all. CHARLES AU STIN BATES, Vander- 
bilt Bldg., N. Y. 


Ww E write ads for retailers. All our time and 

attention are given to writing ads that sell 
goods. When we can we write pretty ads, and 
sometimes even witty ones, but selling force is 
our first consideration. For $1 we'll send you 
two ads. For $2 we’il send two ads with cuts for 
illustrations. These offers are made simply to 


get acqnninted. After that our price will be 

wher. Send for our “Inguiry Sheet.” THE 
ADV ERTISE RS? AGENCY, E. St. Elmo Lewis, 
Megr., Penn Mutual Bldg., Phila. 


( UR business of writing and illustrating all 

kinds of advertising has paid from the start. 
There is no question about our success. We have 
succeeded. ye started out with the determina 
tion to do high-class personal work only—noth 
ing on the syndicate plan. We have asked for 
no business on the plea of cheapness, and don’t 
intend to. Our work is good. and fair prices are 
asked for it. May we do something for you? 
Suppose you let us get you up a booklet nall 
ones cost $10. Large ones cost more. MOSKS & 
HELM (C. Dan Helm, Bert M. Moses), 111 Nassau 
St., New York. 


QOME time ago we s got up a booklet for Mesars 
‘ Scott Bros., Watertown, N. Y. They distrib 
uted 10,090 copies. We have a letter on file from 
this firm, saying the booklet has filled their store 
so full of buyers that they could hardly wait on 
them. Messrs. Scott Bros. are pushing, progress- 
ive, enthusiastic, modern advertisers, and we 
have their word for it that the booklet we pre- 
pared was the best ever issued by a concern in 
their line. We have about 100 copies of this suc- 
cessful booklet, and the first 100 business men 
wee write cl wed for one may have it if a 2-cent 

emp is ine osed to pa: cost of pane MOSES 
& HELM clin, Bert M. Moses), 111 Nassau 
St., New ¥ 
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Billboard advertising is a near cousin 

to street car advertising, and a good 
many people think it’s just as good. 
But a point to remember is that the 
street car card is always with you, 
while the billboard is passed by and 
left in the distance. Both, however, 
need about the same kind of treatment 
in the preparation of the matter—the 
one because the time is limited, the 
other because the space is so small. 

The time has not yet come when peo- 
ple take the same pains with street car 
cards as they do with their newspaper 
and magazine advertisements, but it is 
coming. 

When there were but a few cards in 
each car things weren’t so bad—there 
wasn’t so much competition—but now- 
adays, when most of the space is taken 
up, there is a great array of cards to 
meet the eye, and the card that is most 
striking, attractive and interesting ie 
the one that gets the attention and 
brings the business. How to make a 
card that shall cover these three cardi- 
nal points is something that requires a 
great deal of thought, a great deal of 
work, a good deal of advertising ex- 
perience, a touch, perhaps, of genius. 

Some of the cards that have been re 
produced under this heading have had 
that touch. They have stood out from 
all others. They have attracted the 
attention of everybody, and have made 
success for the advertisers who used 
them. Some of the best street car ad- 
vertising is that which has been done 
by the S. H. & M. Skirt Binding. 
Their cards are always attractive and 
convincing. 

TheS. H. & M. people have been ad- 
vertising for some time, and use nearly 
all the principal street car lines in the 
country that are controlled by GEORGE 
KissaM & Co. Since making such a 
hit they have also begun to use high- 
class periodicals, ladies’ papers, etc., 
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but their great success has undoubted- 
ly been made, as they themselves ac- 
knowledge, through street car adver- 
tising. Most of their cards, of which 
we reproduce a few herewith, may 
easily serve as models for all who wish 


tie DUXBANK 


Dn 
yes 3M. 


SAIRT BINDINGS 





to make good cards that will bring 
business, and especially when they are 
to appeal towomen. 5S. H. & M. cards 
undoubtedly appeal to the woman— 
appealing to the women in the street 
cars undoubtedly is profitable when 
properly done, for the S. H. & M. peo- 
ple have found it so. 


100. 000. WOMEN 








FIRST OUAL'TY BIAS VELVETEEN 
KAIRT BINDINGS 


LAST AS LONG AS THE SKIRT 





ad 


Messrs. Stewart, Howe & May, who 
manufacture S. H. & M. Skirt Binding, 
are said to spend annually about $75,- 
ooo in the street cars, and this sum has 
gradually increased from a small begin- 
ning some years back. 

It is said that they began in this 


‘small way, and ran one card in one of 


the lines of cars of one of the large 
cities for a year, without obtaining any 
results. They were discouraged ; they 
decided not to renew. But an enter- 
prising young man went to see them; 
he told them he could make it pay; he 
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invited them to increase their expendi- 
ture ; to put more money into cards. 
To spend more time in getting good 
natter. He inspired them with confi- 
lence. ‘They did it and won success. 
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street car advertising success. ‘‘ That 
reminds me.” ‘The reminding comes 


so opportunely ; just when she is on 
her way to the store, just when she 
needs reminding most ; just when it 





That's the way to tell the Genuine. 


SKIRT BINDING 





A similar experience has been gone 
through by a good many of the present 
iarge advertising successes, and a long 
sermon could be written on the proof 
that it gives of the value of carefully 
studying methods before going into a 
plan of advertising which applies fully 
as much to street car advertising as to 
any other kind. 

The question as to what is the best 
time to advertise in the street cars, 
winter or summer, has been widely 
discussed lately. 

In a city like New York, where a 
large proportion of the population 
moves into the country in the summer, 
it would almost seem as though adver- 
tising could not be so good in summer 
in winter. It is true that many 
families move out of New York in 
summer, but their place is taken by an 
immense number of strangers, and it 
is also true that the street railroads all 
over the country run a great many 
more cars and carry nearly double the 
number of passengers during the sultry 
months. 

Mr. Kissam contradicts emphatically 
the statement that advertising is any 
less profitable in summer than in win- 
ter, except by reason of the fact that 
general trade is somewhat duller in 
summer than in winter. 

The returns that come from street 
car advertising compare very favorably 
with those obtained from other meth- 
ods of advertising, says Mr. Kissam ; 
indeed, probably many people read the 
cards in the street cars in summer 
when the weather is too hot for ordi- 
nary reading, or close attentiongo any- 
thing that savors of effort or thought. 

“Oh! that reminds me,”’ said a 
bright young woman to her friend in a 
street_car the other day, ‘‘I’m going 
to Macy’s and I must buy me a pair of 
Kayser s patent finger tipped gloves.” 

Here is the keynote to one phase of 


as 


will do most good to the advertiser. 

Some people say that at the busy 
time of day the street cars are so 
crowded in the large cities that it is 
impossible for the people to read the 
cards. Against this it may be said 
that the people who stand up are all 
the nearer to them, and when the car 
is so crowded that the people sitting 
down can’t read, the number of people 
standing up is about equal to the nor- 
mal seating capacity of the car. 

Elevated railroad advertising has 
been brought to a pretty fine point on 
the Brooklyn elevated railroad con- 
trolled by GEORGE KissaM & Co. Go- 
ing up the steps one sees on every riser 
an advertisement of ‘‘Ivory Soap.” 
On the landings, theatrical and news- 
paper posters meet your eye. In the 
stations the walls are covered with pic- 
torial and plain type posters. On the 
platform are billboards, and on the 
trains are the cards. 

A veritable debauch of advertising. 
Yet it is all very pleasant, and vastly 
more attractive than if all these naked 
spaces were staring you out of counte- 
nance and calling for something to veil 
their nudity. 

And, &gain, what a saving of thought 
and worry, to find such a wonderful, 
live, up-to-date directory ever before 
you, telling you just where to go to get 
just what you want, without having 
even to cut a page or turn a leaf. 

Geo. KissamM & Co. were the origi- 

ators of real ‘‘ LL” road advertising, 
and their introduction of the larger- 
sized rack and card for elevated cars 
proved the solution of a difficult prob- 
lem in long car advertising. This was 
the work entirely of Mr. Kissam and 
nia a winner from the start ; others 

ave imitated and followed his meth- 
ods, but somehow they don’t get the 
same effect. Well, this is the sure fate 
of imitators, 
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A JOURNAL FOR ADVERTISERS. 





ti Issued every W ednesday. Ten cents a copy. 
Subscription price, five dollarsa year, in advance. 
Six dollars a hundred. No back ogg 
B+. Hy dollars, paid in advance, a receipt 
ven, covering a paid subscription from 
date to (January ist, 1901) the end of the century. 
t= Being nted from lates, it is always 
ble to issue a new edition of five hundred 
copies for $30, or a larger number at same rate. 
blishers desiring to ~~ for PRINT- 
ens’ INK for the benefit of a trons may, 
on jon, — apectal conte ential terms. 
t f any person who has not paid for it is re- 
ceiving PRINTERS’ "lx it is because some one has 
subscribed in his name. Every ar is stopped 
at the expiration of the time paid 


Oscar Herzeerc, Managing Editor. 


Peter Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices : No. 10 Spruce STReerT. 
Lowpon Acent, F. W. Sears, 108 Fleet St. 
Cicaco, Bewnam & INGRAHAM, 315! Dearborn St. 


NEW YORK, JANUARY 13, 1897. 








A FAC-SIMILE of handwriting may 
occasionally be used with good effect 
in an advertisement. It has the merit 
of conspicuousness. 


ADVERTISING should be used in 
business just exactly as medicine is 
used in sickness. If a small dose is 
not enough give a larger one. If the 
large dose seems to be too big, or if 
the patient improves rapidly, the dose 
may be diminished. 





THE Loud bill requires publishers 
who are permitted to mail matter of 
the second class to separate them, be- 
fore mailing, into mail sacks or bun- 
dies by States, cities, towns and coufr 
ties, thus forcing every publisher to 
establish in his office a miniature post- 
office. 





CONCENTRATION is the secret of suc- 
cess. Every advertisement in a series 
ought to bear on the same point, but 
not in the same words or not from the 
same standpoint. A point of superi- 
ority in an article can be hammered at 
in each of a hundred different ads, and 
each announcement can be as dissimi- 
lar from its predecessor as possible. 


THE greatest purchasing class in 
America to-day is the great middle 
class. The greatest inducement that 
can be offered it to patronize one mer- 
chant in preference to another is low: 
ness of price. The advertiser who aims 
to sell to the middle classes, and has no 
attractive inducements in this direc- 
tion, is likely to be left behind by a 
competitor who reads the signs of the 
times more correctly. 


- 


THE misplaced economy of a word 
or two in an advertisement may mean 
the waste of the entire announcement. 





THE American Type Founders’ 
Company has just put out two new 
series of character cuts which promise 
to become even more popular than any 
of their predecessors. The names are 
‘*Scorchers” and ‘‘ Delmonico Chefs 
and Waiters.” Specimens are shown 


on page 17. 


THE Loud bill excludes from the 
mails as second-class matter all ‘‘sam- 
ple copies’’ of newspapers and period- 
icals, thus depriving all publications of 
one of the most valuable methods not 
only of extending their circulations, 
but of securing new subscribers to take 
the places of those who die or drop out. 








THE first page of PRINTERS’ INK for 
the year 1897, commencing with the 
issue of January 13th, has been sold 
to the Philadelphia Record for ten 
thousand four hundred dollars net cash 
($10,400). This is the largest single 
order that PRINTERS’ INK has ever been 
favored with, but it hopes for better 
things. 





CONGRESSMAN LEMUEL E. QUIGG 
(Republican) of New York, an experi- 
enced newspaper man, says of" the 
Leud bill: ‘‘If enacted into law it 
would not dispense with a single post- 
master, clerk, railway postal clerk or a 
single mile of mail service. All of 
these would remain and continue to 
increase whether or not the class of 
matter in question was kept out of the 
mails.” 

The Loud bill, if enacted, would 
make a whole lot of trouble, but it 
would not decrease the postal defi- 
ciency to the amount of one cent. 


THE advertising pages of many of 
the magazines contain a quality of pa- 
per not adapted to printing fine half- 
tone or other delicate artistic effects. 
This may be a misfortune to the ad- 
vertiser who delights in such effects, 
but the way to obviate the difficulty is 
to use pictures which will print well on 
the paper used, not to employ illustra- 
tions which are sure to be execrably 
printed and to make the use of the 
space ineffective. The best advertiser 
is he who adapts himself to conditions 
as they exist and makes these condi- 
tions profitable to him, however unpro- 
pitious they may appear at first sight. 
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No laudation of wares in the ab- 
stract—as superior, splendid, eco- 
nomical, etc.—will compare with a 
brief statement of their merits in the 
oncrete, showing in what way they 
are economical or superior, etc. 


THE Record, of Sussex, New Bruns- 
wick, a local Canadian paper, with an 
average issue of I,225 copies, says: 
‘* We find one of the best clinchers to 
use with the big advertisers who ap- 
proach us for space is to say that the 
American Newspaper Directory guar 
antees our circulation to be what we 
claim. Then we stick to our rates 
ind we get them.” 


THE Loud bill permits the mailing 
of newspapers at the pound rate to 
subscribers only, and defines a sub- 
scriber as one who ‘‘ voluntarily orders 
and pays for the same.” Under this 
definition a person whose subscription 
has lapsed and has not been renewed is 
not a subscriber, and copies sent to 
other than advance paying subscribers 
can be excluded. This is a direct blow 
at the country newspaper. 


PRINTERS’ INK tries very hard to se- 
cure advertising contracts from the best 
paper in every prosperous State ; the 
best paper in every city of unusual en- 
terprise ; in the best class journal of 
every class that sustains one that is way 
up in value. The advertisements of 
such journals are useful to the readers 
of PRINTERS’ INK, which is a journal 
for advertisers. For the publishers of 
papers that stand high enough in_the 
matter of quality, PRINTERS’ INK’s 
advertising columns are held wide 
open, and the terms are easy. 


Amos J.CUMMINGs (Democrat), Mem- 
ber of Congress from New York, first 
editor of the New York Zvening Sun, 
recently said in Congress that the claim 
made by the friends of the Loud bill, 
that it had the support of the news 
paper profession because of its indorse- 
ment by the American Newspaper 
Publishers’ Association practically 
amounted to but little. Eighty-five 
per cent of the newspaper circulation 
m the United States was that of pa- 
pers of less than 1,000 copiesf#and it 
was against this class of publications 
that the Loud bill would operate. Mr 
Cummings characterized the Loud bill 
as a bill drawn in the interest of ex- 
press companies and to facilitate the 
circulation of loose books. 
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THE man who says in a general way 
that newspaper advertising is the only 
kind that pays is mistaken. So is the 
man who pins his faith to posters and 
to booklets. It is a judicious mixing 


of those mediums that pays best. 


HERE is a little analysis of the post- 
office statistics as given by Mr. Loud 
on page igo of the Congressional Rec- 
ord. I respectfully commend it to the 
attention of Congressmen. 

The first column gives the total 
weight in pounds of the various 
classes of mail matter carried during 
1896. The second column the revenue 
derived therefrom. 

0543371343 

299,640, 300 

. 78,701,148 

th nee ++ 19,950,187 
County free’ 52,348,248 
Gov’t matter.. 94,480,189 

The deficiency for 1896 is given as 
$8, 127,088.44. 

According to Mr. Loud, the cost of 
handling mail matter is 8 cents a 
pound. The cost, therefore, of hand- 
ling the Government’s mail is $7,558, - 
415.12. This charge is in no sense a 
postal matter. It is part of the regular 
expenses of running the Government, 
only a small moiety being incurred in 
the postal department. The Presi 
dent’s salary might just as well be 
charged against the posta] revenues as 
this item. 

Deducting this sum from the deficit, 
in which it is improperly included, 
the deficit left amounts to $568,673. 32. 

This deficit includes the cost of 
handling and transporting the ‘‘county 
free’’ matter. That, too, is manifestly 
not chargeable to postal revenues. It 
is an educational grant made for the 
benefit of the whole people. The 
‘** county free” matter carried in 1896 
weighed 52,348,348 pounds, which, at 
the assumed (by Mr. Loud) cost of 
handling—8 cents a pound—amounts 
to $4,187,867.84. 

Thus, actually, the postal revenues 
for 1896 netted the Government $3,- 
619,193.52 on Mr. Loud’s own show- 
ing. 

In view of these little facts House 
bill 4566 is simply an attempt to tax 
the publishers of second-class mail 
matter with the postage account of the 
several departments of the Govern- 
ment, and also with the education, in 
current events, of people residing in 
country districts.—Aookseller, News- 
dealer and Stationer. 
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52 
NEWSPAPER PRESS OF FRANCE. 





The French press is probably the 
highest in literary excellence and tie 
lowest in morality and commercial 
honor of any of the great civilized na- 
tions of the world. In this respect it 
reflects the character of the people— 
artistic, but lacking in depth, caring 
more for the form than the substance. 
Naturally color printing has been car- 
ried to a higher degree of perfection in 
Paris than any other city, the repro- 
ductions of her famous paintings and 
the colored engravings in the art sup- 
plements of leading newspapers, such 
as the Figare, being unrivaled. 

Magazines there are, about a dozen 
in all, but most-y ‘‘ magazines of 
thought,” not ficton, such as the 
North American Review or the Nine- 
teenth Century. ‘Vhe most prominent 
of these are the Revue des Deux Mondes, 
published semi-monthiy ; the Vouvelle 
Revue, conducted by Madame Juliette 
Adam; the Revue de Paris, and the 
Revue Britannique, which has an 
Anglo-French character, and in length 
of articles and general style approaches 
the Edinburgh Review. A unique en- 
terprise in the magazine line was the 
establishment of the Cosmofolis last 
summer, It is a monthly publication, 
and contains some short stories, in this 
respect resembling American maga- 
zines. But its chief feature is that it 
is divided into three parts—one-third 
in French, one-third in English and 
one-third in German. It has artitles 
from the pens of well-known public 
men in each language. 

Illustrated journalism is chiefly con- 
fined to the weekly papers, such as the 
Lilustration, and is by them brought to 
a marked degree of excellence. Strange 
to say, when it comes to a matter of 
typography and ‘‘ make up,” the artistic 
instinct of the French printer seems to 
desert him. The type is generally 
bad, the paper very poor, and the dif- 
ferent articles are shoveled into the 
form without regard to the picturesque 
display of the most important news or 
to chronological or any other order. 

As far as news goes, the French do 
not care for it, and, there being scarce- 
ly any demand, there is very little sup- 
ply of what would be called newspa- 
pers in America. The bulk of the 
contents of the French press is articles 
written in the finest and wittiest style 
on some trivial subject not necessarily 
having the remotest relation to any 
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occurrences of the day. These latter 
are usually condensed into the briefest 
possible paragraphs in some obscure 
corner. Of course, sometimes events 
will force them to change their meth- 
ods. When the late President Carnot 
was assassinated, for instance, all the 
French papers led their front page with 
the account of the crime. The next 
morning all the passengers in the omni- 
buses and street cars, as well as all the 
occupants of seats at the cafes, had a 
paper in their hands. But it was only 
on that occasion that I have seen such 
a general rush for news. Yet the 
French papers are read, as is proved 
by the fact of the enormous number 
printed, one of which, the Petit Jour- 
nal, claims—and, I believe, with truth 
—to have the largest circulation of any 
daily newspaper in the world. It 
claims one million, and the actual num- 
ber of copies distributed and sold 
every day throughout France is about 
800,000. Nearly two-fifths of the 
French periodicals are printed in Paris, 
pee the city holds only about 
one-fourteenth of the population. 

Historically the French press has 
had less to do with national de- 
velopment than that of either England 
or America. It has always been in a 
condition of tutelage, under the eye of 
the government for the time being, 
forced to adopt its views or be sup 
pressed, and sometimes subsidized and 
bribed to flatter the powers that were 
while it lulled the consciences of the 
people into a feeling of false content- 
ment. Though not now paid regular 
bribes by the administration of the 
government, as in the days of the 
Second Empire, there is no doubt that 
a good deal of the secret service money 
finds its way into the hands of journal- 
ists favorable to the party in power in 
the ministry, and some of it occasion- 
ally into the hands of opponents in an 
endeavor to have them mitigate their 
attacks. The colossal Panama scan- 
dals were largely concerned with the 
newspapers. Thus the French press 
has never had a chance to grow with a 
sturdy, independent growth. It is still 
in its childhood, and, in spite of tele- 
graph and railway, has scarcely reached 
the development of American journals 
of a hundreds years ago. 

The oldest paper in France is the 
Journal des Petites A ffiches, founded in 
1612, which is solely and purely an ad- 
vertising medium for the reception of 
wants and notices of all kinds, which 
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are printed on one side of a large 
blanket sheet, and stuck on walls and 
fences like a bill-poster. It has grown 
very much larger and richer in its 284 
years, but has not perceptibly changed 
ts character, and hardly deserves the 
name of a journal. 

Of papers printed in English in 
Paris, Gaiignani’s, now the Daily Mes- 
senger, is the oldest, having been found- 
ed soon after the battle of Waterloo. 
he Paris edition of the New York 
Herald, which is nine years old, is not 
only the best English paper on the 
Continent, but is far ahead of all the 
French papers from a news point of 
view, beating them on their own 
ground, and exhibiting an enterprise 
which would put many an American 
paper to shame. It was the first daily 
paper in Paris to publish an edition of 
six pages, and its example has since 
been followed by the Figaro. By its 
special wire to London the Hera/d gets 
the cream of tke news of the London 
morning newspapers twelve hours be- 
fore the latter can get to Paris, and 
distributes it all over the Continent in 
advance of them. The other English 
papers in Paris are mostly advertising 
sheets or hotel guides, like the 4 merz- 
can Register. 

Most of the French journals have a 
salle de depeches, where bulletins are 
displayed and a museum of relics of 
the paper is kept. French journalism 
is much more personal in regard to its 
literary composition than that of Eng- 
land or America. A large proportion 
of the articles are signed with the 
names of the writers, even wher the 
work is more or less of a routine nat- 
ure, such as in sporting or law depart- 
ments of the paper. On the other 
hand, the ownership of newspapers is 
less frequently lodged in single hands 
than is the case in America. Very 
many of the French papers are owned 
by companies or associations, while the 
stock of several of the best known, 
such as the Figaro and the Petit Jour- 
nal, is bought and sold daily on the 
stock exchange, the quotations appear 
ing as regularly as those of railway 
shares or government bonds. 

The circulation of all but a very few 
of the Paris papers varies enogmously 
according to the contents. If a paper 
contains a striking article, well adver 
tised previously, or if its /euz//eton, 
conttued story or memoirs, which 
most of the French journals consider 
an essential part of their daily issue, 


is by some well-known author, the 
circulation will run up fifty or a hun- 
dred thousand in a week and drop 
again as soon as the special feature is 
discontinued. When the /our began 
publishing M. Henri  Rochefort's 
memoirs, its circulation went up five 
fold, although the price of the paper 
had been doubled in order to make 
hay while the sun shone.—7he Chau- 
lauguan, 





COME TO STAY. 

The department store has come to 
stay. The system which it represents 
extends throughout the country. Every 
city in the United States with a popu- 
lation of 100,000 or more has at least 
one of these stores. New York has 
fifty, Chicago a score, Philadelphia and 
Boston nearly as many, and Brooklyn 
a dozen or more. Time was when 
there seemed to be a prospect that the 
rivalry between these giants would in- 
volve them allin ruin. But they only 
increased in power and scope. That 
rivalry is largely a thing of the past. 
The fight is between the department 
store dealing in all lines of goods and 
the specific store dealing in but one. 
This century’s end is witnessing the 
crisis of the battle—a battle on the 
one side for conquest, on the other for 
existence. The twentieth century will 


determine the issue.— Scribner's Mag- 
azine for January. 
: +++ — 
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MONEY-SAVING 
POINTS 
STAND OUT 

LIKE 
RABBITS’ 
EARS 








Ayres, Chicago, makes the above 
point for advertisers. ,.We use it to 
advertise our dry goods, etc. 





—Kansas City Star, Nov. 1. 
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FROM THE CUSTOMER’S STAND- 
POINT. 


The proprietors of retail stores, es- 
pecially of such stores as depend for 
patronage upon women, would doubt- 
less be surprised if they could be 
shown how many dollars per diem slip 
through their hands simply because of 
the shortcomings of their salespeople. 
It is of the utmost importance that the 


‘men and women employed to display 


and sell goods should be pleasant in 
manner and obliging and polite to each 
and every customer. 

There is always a good deal of talk 
about the overbearing and tiresome 
shopper who makes life a burden to 
the down-trodden ‘‘saleslady.” If the 
truth were known we would find that 
nine times out of ten the customer 
is vastly more considerate and polite 
than the clerk who waits upon her ; 
and lucky it is for the latter that such 
is the case, otherwise there would be 
damaging complaints entered against 
him or her at headquarters, which, 
sooner or later, would end in dismissal. 

By way of illustration let us cite the 
experience of one woman in the course 
of an afternoon's shopping. In a well 
known Sixth avenue dry goods house 
she stood for several minutes unnoticed 
at the lace counter while the girl be- 
hind the counter examined a belt be- 
longing to a fellow worker. The belt 
seemed to be in need of repair, and the 
owner stood at hand awaiting the.re- 
sult of the examination. After wait- 
ing a reasonable length of time the 
customer, who had an afternoon train 
to catch, mildly suggested that she 
would like to look at some lace. The 
young woman glanced at her blankly, 
and, before replying, said to her com- 
panion, ‘‘Get me a needle and I'll fix 
it so you can wear it home to-night ;” 
then to the customer: ‘‘ Lace? What 
kind did you want ?’”’ and in the same 
breath called out: ‘‘ Mame, are you 
busy? Come ’n’ wait on this cus- 
tomer.” She then leaned back against 
the shelves and gave her attention to 
mending her friend’s belt. 

After leaving the lace counter the 
customer descended to the basement to 
purchase some household articles. Here 
she found a number of salesmen and 
women standing and sitting idly about, 
laughing and conversing among them- 
selves, and apparently oblivious of the 
fact that a customer had entered. 

Passing unchallenged to the back of 


the store the shopper stood around for 
a while to see what would happen next. 
In a moment a young man reluctantly 
detached himself from a group of his 
companions and, advancing a few steps 
in the direction of the waiting custom- 
er, shouted across the store: ** Do you 
want to be waited on?’ To this she 
made no reply, and the polite salesman 
was compelled to walk down the length 
of the aisle to where she stood. There 
was wrath in his watery eye and a 
frown on his face, which spoke of 
wounded feelings. ‘‘ Do you want to 
be waited on?’ he demanded once 
more, and then the customer lost her 
temper and asked, in reply, ‘‘ whether 
he thought she was standing around 
looking at tinware on a hot afternoon 
just for pleasure?” The young man 
subsided at that and condescended to 
call a girl to show the goods, taking 
the precaution, however, of meeting 
her half-way and giving her a very 
audible tip as to the airy behavior of 
the intruder. The young woman, in 
consequence of this preparation, came 
forward with the air of an empress, and 
in an offensively pert tone asked what 
was wanted. By this time the cus- 
tomer had concluded to make her pur- 
chase elsewhere, which she did within 
the next hour. But her troubles were 
not over. Passing through the upper 
floor on her way out, she bought from 
a languid young man a pair of sus- 
penders for her husband, which, after 
fully five minutes’ waiting for a cash 
girl, were started on their travels to the 
bundle counter and cashier. Time 
passed on, and the customer thought of 
her train and all that had to be done 
in the meantime, and wondered if the 
cash girl would ever get back with 
those suspenders. Finally she ap- 
pealed to the salesman, whose sole re- 
ply was a glance inthe direction from 
which Miss Cash might naturally be 
supposed toarrive, and from which she 
finally did arrive—a big, bold-looking 
Hibernian, with bangs, dragging slow- 
ly along, exchanging glances and re- 
marks with ‘‘ salesladies ” and clerks 
as she came, and at last bringing up at 
her destination with the suspenders 
held behind her, while she proceeded to 
chaff the languid young man on his in- 
ability to count straight. He reached 
over the counterand made two or three 
ineffectual grabs at the girl’s arm. 

‘‘How much did you give me?’’ 
says she. 

‘* Two dollars.” 
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‘“°N how much out?” 
Fifty cents,” interrupted 
tomer. 

‘Yah !” says the cash girl without 
noticing the impatient hand held out 
for the package. ‘Ye can’t count. 
How much is fifty cents from a dollar? 
Ye dunno. Ye better go learn to count;” 
and so on until the disgusted customer 
peremptorily stopped the play by de- 
manding her package and change. 

Now, such behavior on the part of 
clerks is an every-day occurrence in 
the average dry goods and department 
stores. The offenders are of course 
ill-bred and vulgar and in a measure 
beneath notice, but at the same time 
no woman feels like giving up her 
money to such an establishment when 
she can purchase elsewhere and be 
politely treated. The customer in ques- 
tion is one of the most considerate of 
women, kind and polite, and in no way 
fussy or hard to please. She probably 
represents the average woman shopper, 
and she is not to be blamed if she with- 
draws her patronage froma store which 
employs a lot of boors to wait upon 
her. Instances of the bad manners of 
clerks might be multiplied almost in- 
definitely, but the ones here given are 
a fair sample of what we get. There 
are girls employed behind the counters 
who are offensive in so subtle a way 
that the outraged customer would be 
at a loss to embody her complaint in 
words should she be so inclined. There 


the cus- 
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is the girl who glances significantly at 
her ccmpanions if you offer any objec- 
tion to the goods; the one who ostenta- 
tiously replaces an article which you 
have unfolded or laid aside; and there 
is also the one who coldly and silently 
looks you over and offers no comment 
whatever upon the goods she is show- 
ing. It is not too much to assert that 
such salespeople are an absolute draw- 
back to the interests of any store, for 
even should they succeed in selling 
goods once to an insulted customer the 
chances are that the latter will go some 
where else to do her future shopping, 
and this is what she ought to do,—A7r¢ 
tn Advertising 

ee 

GOOD BU SINESS / ADVICE. 

Never look for a “ bargain’ in an em- 
ployee. If a man is not worth fair pay he is 
usually not worth having at all 

The merchant who can’t laugh heartily 
can’t make money, because he is too sour 
natured to make and hold customers. 

Give two men the same location, the same 
stock, the same opportunities, and one will 
make a success and the other a failure in 
business. 

Politeness has been defined to be artificial 
good nature, but we may affirm with much 
greater propriety that good nature is natural 
politeness. 

If it has not been your custom heretofore 
to read the advertisements systematically, 
begin now. There may be more money in 
them than you think 

Keep your book account as small as pos- 
sible. Have frequent settlements with your 
customers, and at stated times. Have them 
understand this is a part of your business, 
and they will respect you more and increase 
their trade. —Unidentified Exchange. 


SOLD! 


my pretty 


(.)™ wae are you going to, 
aid? 


= Going ‘fer a sail, kind sir,’’ she said. 


(2.) ““May 1 go with you?” “Yes,” she 
sighed. 
“ This is a sale; will you step inside ?” 
—English Comic Weekly. 
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BULLS. ! 
There are blunders of the species “* bull” 
which have not been born in Ireland. //ouse- 
ho d Words notes a few. It was a Scotch 
woman who said that the butcher of her town 
only killed half a beast atatime. It wasa 
Dutchman who said a pig had no marks on 
his ears except along tail. It was a British 
magistrate who, when told by a certain ras- 
cal that he was not married, responded : 
“ That is a good thing for your wife.”’ It 
was a Portuguese niayor who enumerated, 
among the marks by which the body of a 
certain drowned man might be identified | 
when found, ““a marked impediment in his 
peech.” It was a Frenchman who, con- 
tentedly lied his head on a stone jar for a 
pillow, pea ied to an inquiry whether it was 
not too hard: “* Not at ali, for I have stuffed | 
it with hay.”” And it was an American who, 
lecturing one evening, said: “* Parents, you 
may have children, or, if not, your daugh- 
ters may have.”” 


> 
A CENTENARIAN_PARAGRAPH. 

On the occasion of a lord mayor’s show 
about a century ago, the London 7%mes was 
officially fac-similed and issued to the public. 
This is said to be the first authentic repro- 
duction of an issue of the 7¥mes, the —~ 
called fac-similes which have been sold from | 
time to time often bearing little resemblance 
to their supposed originals. It consists of a| 
four-page sheet. Itis numbered 35736, and 
its price, when originally issued, was 4d. | 
It now costs 1d.--the first copy of the 7imes | 
ever sold for that coin his old iment 
contains this piece of news: 

“We are sorry to announce the ania] 
tion of George Washington, Esq., of his sit- 
uation of President of the United States of 
America.” 

The 7imes, of course, had always treated 
the affairs of the new republic in America in 
a spirit of derision. | 


——_—__-e-—_—__- 
IT IS PASSING AWAY. 

The old-fashioned prejudice against adver- | 
tised specifics is passing away, and the med- 
ical fraternity is learning to concede the} 
value of many patent and widely- heralded | 
medicines. It is this broadness of thought | 
and action which will ultimately result in | 

‘ood. Less inveighing against patent medi- 
cines and more investigation will promote the 
cause of health. 


ee 
OUT OF THE QUESTION. 

“ My dear,” said the editor’s wife to her 
husband, “I want $20 to pay for my new | 
bonnet. It isa — poem. 

“T never pay ms,”’ replied the brute 
ofa mane optics. 


——+oo—___—_—_—_ 
HIS QUESTION. 
She—I want to get a pint of your best 
enamel. 
Clerk—Yes, madam. Face or bicycle ?— 


Printers’ Ix tries very hard to secure ad-| 
tising contracts from the best paper in every 
prosperous State ; the best paper in every city 
of unusual enterprise ; in che best class jour- 
nal of every class that sustains one that is 
way up in value. The advertisements of such 
journals are useful to the readers of Print- 
ERs’ Ink, which is a journal for advertisers. 
For the publishers of me that stand high 
enough in the matter of quality, Printers’ 
Inx’s advertising columns are held wide open, 
and the terms are easy. 
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THE FILLED-IN LETTER. 

It often happens, in every business office, 
that it is necessary to say the same thing to 
a large number of people. In some ofhces 
this number reaches 50,000, It is impossible 
to write this long list of letters by the usual 
process. An ordinary printed circular will 
usually reach the waste-basket before its 
work is done. The filled-in letter solves the 
problem.— (. Elton Blanchard. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 








MICHIGAN. 


‘RAND RAPIDS DEMOCRAT covers Western 
J Mic ichigan. 


7 
MISSOURI. 


\OVERS the field —8t. Joseph HERALD— 8,000 d. 
8,000 S.,9,000w. 1.A COSTE, New York. 

\ AZETTE, West ra, Mo., lending paper in 

¥ county farming and fruit-growing 

Write for rates. 
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NEW YORK. 


| esas LEADER. 











INGHAMTON LEADEK, leading afternoon 
paper and the favorite’ family medium. 


Rwetauror LEADEK, the tea table favorite. 


3 aA FOR LEADER, the home paper, filled 

e local and general news ; no boiler 
plate: sno fake feat 
cc [ts e 





oo : legitimate paper 
f its constituency. 


3 afternoon p LEADER, first - class 








penn: 


reulation covering 
Weekly, 6,600. ong 


sother ng 
Cc. BE KWITH 
SPECIAL AGENCY, soe 8 Foreign Adver- 
tising, New York and Chicago. 


PENNSYLVANIA. 


| STZELLIGENC ER, Doylestown, Pa. Old - 
te in the count gn 0. ‘established a 1804, 


ly lished 1886 ; rs in the 
county ; the onl }.—E ~~F their home ; 
only exclusi vely home- pee in te aed 
| Rover begin Season to nt 
for map antl qoeuiation. PAS- 








| CHALL & CO., Doylestown 





TEXAS. 
(jALVESTON TRIBUNE. 





(fALVESTON TRIBUNE, a money winner. 

G ALVESTON TRIBUNE, the most influential. 

| GALVESTON 7 TRIBUNE, p 
Leads the aftern 


prosperous us and | ‘pow- 
1 procession 
Bait ye pall Fs ee a makes money for it- 
self and will make it for you. La na pe dt 
up to date. fe with all modern spochantonl appl 
ances. A live paper for live people. 
we Lear el pon sowy counts, 
cireulation large: newspaper 
M4 Tense. A dividend- ae ted ae, backed 
by the brains and capital of the city 4 
‘ YALV -EST( N 1 TRIBUNE, Daily four pages, 
day twelve pages and Weekly eight 


all live, rous ublished by the Gal- 
bo, WF Lada, Pres; Chi has. F Fowler, 
1 Geo . Treas.; Fred Chase 


veston 
— Ousley, Editor, 
agents, 








Vice 


Cc Beckwith Spec. ‘Agcy, sole 
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WASHINGTON. _ BREEDER AND F VARMEK, Zanesville, oO. 


GEATILE TIMES. MOTOCYCLE. 
MOTOCYCLE, 1656 Monadnock Block, Chicago. 


@B4tTLE TIMES is the best. Iv & Ii; TOPEKA, KANSAS 


= TIMES is the home paper of Seattle's 60,000 | Cireulation 7,600 guaranteed—larger circula- 
people. tion than any other ansas weekly. For rates, 
GEATILE’S afternoon daily, the Times, has o,, ateres Geo. Krogness, Marquette Bidg. 
N the largest circulation of any evening paper Chic ago, Ill., Western Agent. Le nt BS AM 

north of of San Francisco. 
— - _pecnen eee. 


CANADA. 


A ae o ze early. 30 best papers in Prov 
$6.00) “Quedce"E DESBARATS Ad Agency, 














From Ocean 


To Ocean 
Pd 


The Union 
Gospel News 


Finds its Wav 
Being undenominational and 
reaching shousands of homes 
mot reached by any other 
paper ofitskind. .... 


Advertisers know its value. 
Published every Thursday. 
Write for tates. 
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Union Gospel News, 
Cleveland, Ohio. 


Montreal. 

Displayed Advertisements. 
50 cents a line; $100 a page ; 25 per cent 
extra for specified position—t/ granted. 
Must be handed in one week in n adv ance. 


EDUCATIONAL, 

THE SOUTHERN SCHOOL, Lexington, Ky., 1895, 
sworn circulation 6,092 copies weekly—largest 
circulationin ry, outside of Louisville. Official | 
organ Ky. and Ala. State Boards of Education. 
Rates and sample copy f' free 
GUARANTEED CIRCULATIONS.—The circula 

tion of the following papers is guaranteed by the 

ay ng of the AMERICAN NEWSPAPER DIREcT- 
ory for 1896, who will PAY A REWARD OF $100 in 
each and every case where it shall be proved that 
the paper was not e —- to the rating accorded. | 


LINOIS. 
EIGHT-HOUR HERALD, Chicago, 17,370. 





| 
| 
} 


4 
cs 
< 
4 
« 
© 
« 
< 
i4 
i¢@ 
| 
< 
« 
« 
© 
“ 
d 
: 
‘ 
< 
« 
« 
< 
¢ 
. 
< 


KANSAS. 
TOPEKA (Kan.) ENDEA VORER, not less than 2,500 
MAINE. 
0.c ADVERTISER, Norway, Maine (local), 2,340 


The Evening 
~~ Journal, 


JERSEY CITY, N. J. 
Average Daily Circulation for 1895, 
14,362. 


Guaranteed by Pats, so Ne pwepaper I Directory. 


THE ARGONAUT 


is the only high-class Political and Literary Weekly published on the Pacific 
Coast. Thousands of single-stamped copies of it pass through the post-office 
every week, remailed by subscribers to their friends. ‘t has a larger circula- 
tion than any paper on the Pacific Coast, except three San Francisco dailies. 
It goes into all the well-to-do families of the Patific Coast. Over 18,000 circu- 
lation. _ Argonsat Building, a6 Sutter Street, San Preaciece. 
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“YOUR ADVERTISEMENT 


Inserted in a first-class daily newspaper is the 
most effective way of reaching a given section. 


THE ST. JOSEPH HERALD 
Is the leading. ‘amily newspaper in Northwestern Missouri, 
with a circulgticn of 8,000 Daily, 8,000 Sunday, 9,000 Weekly. 
It offers th@me: ns of obtaining 


SURE RESULTS 


In the way of extendirg the sale of your goods among the 
families of this locality. 


. 
Any information regarding a of H. D. La COSTE, 
8 Park Row, New York, Eastern Manager. 
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VOTES CAST FOR THE 


‘Printer Laureate! 


The Committee reports votes 
registered to Dec. 20th, 1896: 
| B. B. HERBERT, Chicago, . 3,085 

(National Journalist.) 
LOUIS H. ORR, New York, . 2,623 
(Bartlett & Co.) 
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It has the largest 
circulation of 
any morning paper 


Obi MARL 


g ublished in the © | HENRY O. SHEPARD, Chicago, 2,149 
: P ¢ Inland Printer.) wipes 
Mt H ity. (Inland Printer. 
; Capital City § | WM. JOHNSTON, New York, 713 
» iat “a illearie chien, bill (Printers’ Ink Press.) 
. BA bien dg " a Anoos € | PAUL NATHAN, New York, . 487 
} is so widely read. $ (Lotus Press.) 
; en € | THEO. L. DE VINNE, New York, 260 

THE ARGUS COMPANY, € (De Vinne Press.) 


ALBANY, N.Y. 


Scattering (545). Total vote (9,860). 
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|| pool SUNDAY a r ty ee & Mfg Co. 
tt a wee S| Ms misled Ave, New Sort 
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ESTABLISHED 


Mnzeiger... - 1834 
Des UWlestens 


Daly, ‘ 8 pages 

THE GREAT GERMAN-AMERICAN 
PAPER OF THE WEST AND SUNDAY, 24 to 32 pages 
SOUTHWEST WEEKLY, . 12 pages 


The leading, the foremost German daily of St. Louis— 
its circulation by far exceeds that of all the others. 
The Anzeiger des Westens pays more postage for its issue 
through the mails than any other German paper in St. Louis. 
The Anzeiger des Westens covers the German field of the 
West and Southwest. 
Tue Awnzeicer pes Westens is come ready and hae to prove by a 
comparative investigation of all books—not of cash books only, which 
may be doctored—nor by affidavits, which some persons with an 
elastic conscience, and no sense of dishonor, make as easily as eating 
a good dinner, but by an investigation of everything, that its circula- 
tion is far greater tnan the circulation of zany other German paper in St. 
Louis. 
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JOHN SCHROERS AUnzeiger Association 
| SS Sreoragg ven PUBLISHERS 





ADVERTISING MANAGER ST. LouIS 
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Printers’ Ink tries very hard to 
secure advertising contracts 


from the best paper: : : : 


IN EVERY PROSPEROUS STATE 
IN EVERY CITY OF 
UNUSUAL ENTERPRISE 


FROM THE BEST CLASS JOURNAL 
OF EVERY CLASS THAT SUSTAINS 
ONE THAT IS WAY UP IN VALUE. 





Such advertisements are useful 
to the readers of Printers’ Ink, which is 


A Journal for Advertisers. 





For the publishers of papers that stand high 
enough in the matter of quality Printers’ 
Ink’s advertising columns are held wide 

open. THE TERMS ARE EASY. 
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Cincinnati Commercial Tribune, 


The leading Republican daily and the favorite family 
newspaper of the Ohio Valley. Has double the cir- 
culation on week-days of any other Cincinnati morn- 
ing paper and much more than any other morning 
daily of the Central West published outside of Chicago 
or St. Louis. 


Pittsburgh Commercial Gazette, 


The oldest Republican daily published west of the 
Alleghenies. Has the largest subscription list of any 
paper in its section, and is a prime favorite in the 
family circle. Average daily paid circulation over 
38,400. 


St. Paul Dispatch, 


Has over 6,000 more daily circulation than all other 
St. Paul dailies combined, and more than 21,000 in 
excess of any of them. Is the leading family daily of 
the Northwest. Average daily circulation, last six 


months of 1896, 36,288. 


Lincoln (Neb.) State Journal, 


The most widely circulated and influential newspaper 
in its State. Best advertising medium for trade in 
Nebraska and Northern Kansas. Its Semi-Weekly 
largely covers the Dakotas and the Northwest. 


Denver Evening Post; 


Colorado’s most popular newspaper, and most highly 
valued by local advertisers who trace direct results. 
Advertising rates, in comparison with circulation, the 
lowest in Colorado. 





General advertisers when making up their lists should not omit any of 
these papers nor allow othergof less comparative value to be substituted. 
Sample copies, advertising rates or other information cheerfully 


furnished : 
‘J. E. VAN DOREN SPECIAL ACENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 
31-32 Tribune Bidg., New York. 1320 Masonic Temple, Chicago. 
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“THE PLAIN TRUTH 
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Window. 


paper in the State of Wash- 


ington that gives advertisers full and com- 


plete information about circulation is the 


Seattle Evening Times. 


It publishes each day its actual daily 


average, and 


circulation books and press- 


room are open at all times for investigation. 


Not only is this frue, but a counting ma- 


chine attached to the perfecting press is 


placed in the front window of the EveninG 


Times counting-room for the information 


of the public. 
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FROM ALL OVER 
THE WORLD. 


During the year 1896 I received 11,669 orders 
(every one accompanied by the cash), which is an 
increase of forty (40) per cent over the total in 
1895. They came from every State and Territory 
in the Union, with the exception of Alaska. I also 
received orders from Mexico, South America, 
Europe, Asia, Australia and last of all from Hon- 
olulu, H. I. 

This is a remarkable showing, taking into con- 
sideration that the only agents | ever had were my 
advertisements appearing weekly in Printers’ Ink, 
and that every order was accompanied by the cash. 
My competitors realize that I am an important fac- 
tor in the ink business, and they are gradually meet- 
ing my prices when forced to, and giving credit. 
However, my prices and terms still remain the 
same. I sell the finest job inks ever made under 
the sun, put up in quarter-pound cans, for 25 cents 
a can, with the exception of Carmines, Bronze Reds 
and Fine Purples. For these 1 charge 50 centsa 
quarter-pound can. My news ink is the best news 
ink ever produced in the world, and is sold at 6 
cents a pound in 25-pound kegs and at 4 centsa 
pound in 500-pound barrels. My terms are cash 
with the order, otherwise I don’t ship the goods, 
My warranty—that my inks must be found as repre- 
sented, otherwise I fuy them back. Send me a trial 
order. Address (with check), 


PRINTERS INK JONSON, 
8 Spruce Street, New York. 
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e HE represented by H. D. LA COSTE, NEW YORK office under the direction of 
Thirty-eight Park Row, New York, have a responsible repr ive is one of the 
the co ion of reliable advertisers. best investments a newspaper can make. 





Want More Advertising 











. i 1 HAVE 
F CONFIDENCE 
} IN MY ABILITY 
q 


to get advertising for first-class 
newspapers. That confidence is 
i the result of over ten years’ ex- 
perience in securing business. If 
requested, | will send circular 
showing why I am _ successful 
as the Eastern representative of 
first-class daily papers. 

HAVE YOU 

CONFIDENCE 

IN YOUR PAPER? 











FULL VALUE 


* 
ew you 











I watch all of the advertising 
world all of the time, and guar- 
antee that my time will be em- 
ployed in the best Interests of 
the papers I represent. 

I will plan an advertising cam- 
paign that will bring results to 
a good paper. 

I will be pleased to hear from 
first-class daily newspapers that 
want more advertising. 

References, methods, charges 
































; and any necessary details upon 
the: 
Pa application. 
ea 
‘a 
e COSTE | TF thinking about h 
“ » i mt of the H. D. LA STE , you are nking ut having your pa- 
- ee et wt ew York, sce | 1. perreprenented 1s the Rastera ettvectichng 
ik q pecially adapted for handling the foreign ad- | fleld consuit H. D. LA COSTE, 38 Park Row, 
Mi vertising of leading daily newspapers. jew York, Special Newspaper Kepresentative. 
oh 
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The reward of correct advertising is a 


SUCCESSFUL BUSINESS. 


The manufacturers of No-To-Bac use a full page 
for a whole year in 


The VickerysHill List 


1,500,000 circulation each month. 


Cc. €. ELLIS, 
MANAGER OF THE ADVERTISING, 
401-402-403 Temgf@ Court Building, New York City. 
CHICAGO OFFICE: BOSTON OFFICE : 


9034 Boyce Building, 55 Equitable Building, 
W. J, KENNEDY in charge. bE. R. GRAVEs in charge. 
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: Figures 
| Do not Lie! 






Our oft repeated 
assertion that... 


The ST. LOUIS STAR 


a 


Is the fastest growing paper in the West 





1896 1895 Increase Decrease 
Columns Columns Columns Columns 


ST. LOUIS STAR. . . 1552.72 1324.10 228.62 
Republic ...........+. 2151.28 2128.17 23.06 
NE 6 wha ep che 1622.71 1756.05 133.84 
Globe- Democrat...... 2195.47 2855.18 159.71 
Post-Dispatch ........ 1804.98 2164.11 359.18 


RESUME: 
ST. LOUIS STAR.............-.-. Increase, 229 Columns 
Post-Dispatch. ..........65+ ssesees Decrease, 359 “‘ 


Eastern Representative, 
T. B. EIKER, 
Tribune Building, New York. 


| 
} is verified. It has 
GAINED ENORMOUSLY IN 1896 
In Circulation. i 
q In Advertising. { 
’ Advertising record, last three months : | 
. | 





PRINTERS’ 


SWDMBPAISIAS VA = 


INK. 


- 
67 


LALLALLALAL ALAA LALA 





Reward 


For Ad.-writers, ** Doctors,” 


etc, 


Some of TRUTH’S pages in 


“ Printers’ Ink” have been called “fool advertis- 


(See Page 
“ Printers’ Ink,’ 


ing.” 


prompt with advice. 


putations. 


we want it to pay. 
LATE OPINIONS: 


All issues of Truth are the 
ighest product of the litho- 
grapher’s art, but the Christmas 
umber, which is just at hand, 
surpasses everything that this 
publication has done throughout 
the year. Inasmuch as Truth 

a thoroughly American type 
from cover to cover, such work 
ight to be encouraged by the 
ecople of the United States. 
rhe frontispiece entitled “A 
Christmas Reflection,’’ by A. B 
Wenzell, is well worthy of a 
frame and a choice position in 
any home Boston Daily Globe 
Dec. 19th. 

Christmas Truth is one of the 

st striking Christmas maga- 
zines of the season. Its colored 

ctures are superb and its black 
ind whites are the best that are 
now printed. New Year's Truth 


promises to be still better. Truth | 


is now America’s best illustrated 
comic weekly. — Cleveland 
World, Dec. 24th. 
Truth, the New York weekly, 
has me ade considerable advance 
f late in the way of illustra- 
tions. The colored pictures are 
ainty and elegant, and the black 
nd white illustrations are effect 
“he satire and humor in 
ruth are ever plentiful. James 
Jay O'Connell contributes some 
Christmas Chestnuts” to the 
Christmas number. Here is one: 
“A pie in the hand is worth two 
in the pantry’’; and another, 
‘We all hate the green Christ- 
as because it don't treat us 
hite.’— St, Louis Republic, 
an. 34. 


Rn. th. Divers 


4é 


experts” are also 


We wince under these im- 


This space has cost us money and 


OUR OFFER 


To Ad.-writers: 





We have three full pages 
still due us from “ Printers’ 
Ink.” We will equally di- 
vide the entire gross re- 
ceipts from any advertising 
done in these pages, with 
any writer of advertisements 
who wishes to use the space. 
Our only restrictions are : 

I. The copy must call for sub- 
scriptions to Truth. We will 
furnish free sample copies, or 


Il. The copy must bring ad- 
vértising into Truth’s columns. 


** TRUTH’S”’ PUNKY AD.-WRITER yearns for an object lesson. 
\ 


or any further 
information, apply to 


TR UTH, 203 Broadway. 
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Cad Merchants, Doctors, Manufacturers and 

LU Business Men’s Association. #% vt 

, The Post sets the pace and heads the 

y procession. % % % J 

i) A, FRANK RICHARDSON, 
PF) New York, Chicago. 
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‘se | 

“ Many are called, UJ 
But few are chosen.” | 


THE 


— Syracuse ! 
Post Per - 


is the “ chosen” representative of the | 
good people of Central New York. 


STRONG, 
VIGOROUS 
and CLEAN. 


No doubtful advertising admitted to its 
columns. Guaranteed paid circulation 
exceeding  % 3% % ut 




















Indorsed by the Colleges, Churches, Schools, 


2 = = = = em 
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e Tm New York Even- 
6 # ing Post seems to 
mee have a stronger hold 
upon its advertisers now 
than ever before. It gets 
its rates ev2ry time, is less 
yielding in the matter of 
special positions than any 
other New York daily; 
but, nevertheless, it holds 
its advertising better than 
most, and as well as any. 











et tt ot ot 


Extract from “How Many Copies,” 
by George P. Rowell, Printers’ Ink. 
The national authority on advertising. 
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Papers that please, pay. 


Womankind. 


Its readers like it. 
Its advertisers like it. 
It pleases one. 
It pays the other, and 
Everybody’s happy. 


It has the circulation it claims and 
*¢ will write it in the contract.’’ Its 
rates were made to suit these times. 


awry 


The Hosterman Publishing Co. 


SPRINGFIELD, OHIO. 


CHICAGO: NEW YORK; 
60 Hampshire Block. 1227 American Tract Society Bidg. 


It’s because ‘‘ Womankind’’ appeals so especially to 
he women of the family, that it pays advertisers. 
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mie “LAUGHING WATER” 


Made famous by Longfellow’s poem 
and its own wondrous beauty, : 


MINNEHAHA FALLS, 


Is not more generally known and admired than 


THE HOUSEKEEPER 


published semi-monthly in the city by the falls. 
Tens of thousands visit Minnehaha every year. 
The HouseKEEPER enters a hundred #housand homes twice a 


month. 
A potent factor in the home life of its readers, it makes its 
great influence felt in behalf of its advertising patrons. 


THAT’S WHY IT PAYS ADVERTISERS. 


The Housekeeper Cgsporation, Minneapolis, Minn. 
CHICAGO: NEW YORK: BOSTON: 
Boyce BUILDING. 401-2-3 TEMPLE CouRT. 64 FEDERAL ST. 


Ww. J. KENNEDY Cc. E. ELLIS, E. R. GRAVES 
in charge. Manager. in charge. 
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THE PLAIN TRUTH 


%, ang AULTHES 
Read Nothing but French. “On ry 


THE PLAIN TR 
lk Canadian Buyers 


ee eS 
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REACH THEM THROUGH 


Montreal 
la Presse 


The Largest Daily Circulation in Canada—and 
admittedly larger than 
all the other French-Canadian papers combined. 














DAILY AVERAGE, JUNE, ’95, to JUNE, ’96, 


51,427 Copies Daily. 
21,920 Copies Weekly. 


LA PRESSE is read by THE PEOPLE, It is read 
by at least 200,000 people daily, and it carries the best 
advertising done in Canada. 











ta te te ts ttn thn thn th tn te “hn hn > op “> tn tn “tp a Yh “Yh Yh “n,n Peewee 
i i Bn ti th ti tip ts the ts te tin th WRCECETAAA 












AAA 





nil 
ee a 





Bererr 


c 


PRINTERS’ INK, 


RS IN > far? IN 
A WEWSPAPER & NEWSPAPERS 


“THE PLAIN TRUTH" 





“Princess of the Plains.”’ 


cco THTE. 100 


Wichita Eagle 


PRINTS 


10,000 to 12,000 


COPIES DAILY. 


It never resorted to any schemes to boom its circu- 
lation, to be followed by a collapse. Its subscription 
list is made up of CASH SUBSCRIBERS. 

It don’t have any D. H.’s on its list. _ It has no 
local advertising solicitors. It is a live, up-to-date, 
progressive and aggressive daily. Is growing greater 
each successive year in the hearts of its constituency. 
It adds new names to its list each mail. It has a field 
of its own, and is ‘‘ Monarch of abit surveys.” 

It is published in the only actual wholesale city in 
the State. 

These are some of its achievements, accomplish- 
ments and virtues. 

Intelligent advertisers know what value to place 
on a publication of this kind. 
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‘THE PLAIN TRUTH 


AS yEWSPAPERO 


“THE PLAIN TRUTH 








The Traveler 


Is the Only Boston Member 
of the Associated Pressu....... 


It Publishes 


More News, More Pictures, More Stories, More 
Special Features, More Advertisements and has 
More Push, More Independence and More 
Growth than any other Boston One-Cent 
Newspaper. 


FFF 


vere 
A Modern Newspaper at a Modern Price. 





One Year's Growth Are You Reading It ? 
Creation i 39°: Eight to Sixteen 
Gain... — Pages. One Cent 
The Traveles’s a Copy, Six Cents 
Advertising t 45. a Week, Twenty- 
gibt cteas fiveCents aMorth, 





The Traveler's - ’ ; 
ax be Bes 363" Three Dollars a 
cent. Year ° wkd oe 


ber of Advts. 
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Have credit for so large a guaran- 


onaw 4X teed circulation as is accorded by Conny at, 


the American a et oh care 4 
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The Cent. Weekit 
an Capital 
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The Weekly Newspaper is too slow for the progressive, up-to- 


date farmer. the kind of a farmer who 
has use for what you have to sell and money to buy%t. If he is not situated so that 
he can conveniently take a daily he wants the next best thing, a semi weekly paper 
with all the news of the world while it is fresh and interesting. IN KANSAS 


The Semi-Weekly Capital ' fills the popular want to perfec- 


ion. It is the leading farm and 
famfly newspaper. It reaches over 1,200 A -offices and circulates in every 
county in the State. 


Average circulation for first 6 months, 1896, 1 5,439. 
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| Intelligent 
Advertising. 


f The great end and aim of all in- 


telligent general advertising is to 
Qa cover ALL the ground in a certain 

district THOROUGHLY. 

To do this, in the Middle Western 

States, you cannot leave out the 

lists of the Chicago Newspaper 

Union. 





mH 


The Advantages are: 


— 


Saving of time and money in many 


different ways. Covering large 


—_— 


territory at little expense. Reach- 


ing a class of people which gives 


_—— 


the very best returns of all to the 


careful advertiser. 


PURTHER DETAILS 
IN CATALOGUE. 


me 


Chicago N ewspaper Union, 
{0 SPRUCE ST., NEW YORK, 


And 93 South Jefferson St., Chicago. 
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ADVERTISING FOR RETAILERS. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems and 
to offer suggestions for the promotion of better advertising. Send newspaper ads, circulars, 


booklets, novelties, catalogues. Tell your advertising troubles 


perhaps PRINTERS’ INK (The 


ittle Schoolmaster in the Art of Advertising) can lighten them. Address all communica- 


tions to the Editor of PRINTERS’ INK 


It has occurred to a great many peo- 
that advertising has progressed 
normously the past few years. That 
vertisers have learned to publish 
ouncements of seasonable goods. 
[hat they don’t run tur ads in summer 
more. And yet, here is a man, 
Stephen Naeher, doing a business in 
Leavenworth, Kan., who was running 
following ad as late as the 2oth of 
December and is probably doing so on 
S very date. He only knows how 
ig it has been running—evidently 
1ce summer. Surely no one else 
has noticed the ad. 
Joking aside, it is a disgrace to the 
rogressive spirit of any newspaper to 
ve such an announcement on its 


KEEP COOL 
Hire’s Celebrated Improved Root 


will help you do it. One package will make 
for 


Seer 


five gallons, for 20c. or two for 35¢c., fo 
tited time only, at the ** Home Supply 
” 


» re. 
STEPHEN NAEHER, 
S. W. Cor. Fourth and Elm St. 
TELEPHONES, 257 and A257 
* * 
x 

And here’s another case: 

There are a couple of photographers 

Glens Falls, New York, E. P. & 
F. G. Taft, who are daily perpetrating 
a heinous crime on the peaceful and 
inoffensive residents of that thriving 

wn. In every number of the daily 
paper published there these two photog- 
raphers insist on the aforesaid inhab- 
tants reading a diabolical concoction 
which they no doubt dignify with the 
name of ‘‘poetry.’’ The readers of 
PRINTERS’ INK are left to judge as to 
what this is. Here it is: 

Awake! Arise! 
Gaze not at the skies ! 
Go with fly ing feet 
To eighteen Warren Street. 
There, just up one flight, 
You'll see things “‘ out of sight.” 
Yea, for artistic devices, 
And very low prices, , 
You’ll pronounce them alFright. 
E. P. & F. G. TAFT, 
PHOTOGRAPHERS. 
18 WARREN STREET. 

If thi? is meant to awaken and rouse 
the risabilities of the inhabitants of 
Glens Falls, the writer had better 

ome to New York for his employment 


and go straight to one of the offices of 

one of our comic papers. He will find 

employment on presentation of this 

effort. If it was possibly meant to be 

taken seriously it’s a laughable failure 
* 


**Oscar A. White, Of Course,’’ is 
the way a druggist of Ridgeville, Ind., 
alwavs refers to himself. It seems to 
be a rather good idea if persistently 
carried out. Mr. White does that. 
The ‘‘of course” is printed on his 
letter-heads, on his card, which is 
particularly neat, on his folders, in 
his ads, and is even written underneath 
his signature—it’s part of his signa- 
ture. 

He says: ‘‘One year ago started up in 
the drug business. Nice, clean room, 
pretty fixtures, fresh, pure stock, 
ceaseless application to business has 
brought the fullest measure of success 
I have impressed it in this folder in- 
closed Will it do?’ 

No, it won’t. If Mr. White had 
used the same letterpress in his folder 
as he has in his letter he would have 
gotten out something which would 
have convinced people. But he has 
tried to be flowery in his folder—and 
failed. The first inside page of the 
folder contains this : 

A PEACH SEED 
Dropped in the Earth 
The Sun smiles upon it, 
The Skies weep o’er it. 
A Lance of Green, 
A Shrub, a Bush, a Tree, 
It Blooms, then luscious Fruit. 
The second, this: 
A DRUG STORE 

Started in a Pretty Room. 

The Sun of Industry shines upon it. 

Showers of Public Patronage water it. 

A thriving Business, 

It Blossoms and Blooms. 
And who is in the swim ? 
WHITE, Or Course. 

A good plan for Mr. White to fol- 
low would be to write his ads as he 
writes his letters—if the letter repro 
duced is a fair specimen of his corre- 
spondence. 

* * 
¥ 

One of the handsomest catalogues 
recently submitted for criticism is that 
of the Kk. & W. Jenkinson Co., of 
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Pittsburg and Allegheny, Pa. They 
are importers and retailers of fine 
cigars and have a store in the busiest 
and most central portion of each of 
the cities named. 

The cover of the booklet is in violet 
and gold, embossed on white paper. 
The inside pages are also printed in 
violet and gold with exceedingly good 
taste. The entire catalogue is exceed- 
ingly handsome without being in the 
least gaudy. 

It is to be supposed that this is only 
sent to regular customers of the Jen- 
kinson Company, and that therefore 
they need no arguments as to why 
they should buy cigars from this com- 
pany in preference to other cigar stores. 

t wouldn’t have been a bad idea to 
have had a page devoted to good, 
sound, sensible talk as to the business 
methods of the firm, The catalogue 


could then have been sent to partial 
strangers with better results. 

As an informant, however, to regu- 
lar patrons of the prices which this 
company charges for its goods, it 
couldn’t be better. 

* % 


* 

The Cleveland World asks the 
opinion of this department concerning 
a newspaper ad which they have sent. 
It doesn’t seem to be much of an ad, 
though it seems to bea pretty good 
specimen of typographical art. The 
reading matter is set in white squares, 
which are thrown into relief by a half- 
tone background obtained throuftr the 
use of a very smal] ornament. Larger 
ornaments and scrolls are thrown in 
wherever possible to increase the ad- 
miration of the beholder for the inge- 
nuity of the compositor. 

The reading matter in this ad is not 
particularly brilliant or convincing. 
After announcing the price of the 
World, the ad says: ‘There are more 
items of news in the World than in 
any paper published in Cleveland.” 
This wouldn’t be bad if it was a pos- 
sibility. But it isn’t. The World 
can’t publish more items of news than 
itself. It fails to say ‘‘ any other.”’ 

The ad continues: ‘‘If you see it in 
the World it is so, and if it is so, you’ll 
see it in the World,” and ‘‘ Do you 
like to read live news ?’’ and ‘‘Do you 
like to read it while it is still alive?” 
It is rather difficult to see any brill- 
iancy or convincingness about this 
business announcement. 

If the Cleveland World had sent 
this ad to one of the numerous typo- 
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graphical journals to be criticised a 
specimen of typesetting, the ad wo 
possibly have received a more com; 
mentary notice than can possibly | 
given it on the score of its subj 
matter. 

** 

Business men don’t sit down a 
figure out enigmas. Even if the eniy- 
mas are easy, they are more suited | 
entertain children than to instruct busi- 
ness men, There isn’t a business fir 
in the United States, unless they 
addressing nursery occupants, who. 
make profit out of printing fairy tales 
or colored enigmas to advertise th 
business. 

Eugene Arnett & Co., general mer- 
chants in Yukon and Earlboroug! 
Oklahoma Territory, evidently hav 
thought much about this. They h: 
gotten out a very peculiarly folded cir- 
cular, on one side of which are pri 
four highly obvious enigmas, the 
swers to which are: 

‘* A key to fortune. 
while it’s hot.” 

‘* Time and tide wait for no man.’ 

‘Where there’s a will there’s 
way.”’ 

‘*A bird in the hand is worth two i 
the bush.’’ 

After your curiosity is aroused by 
these strikingly appropriate quotation 
you hunt around to find out how tl 
can be applied to Arnett & Co. 
you're lucky you turn the folder ov: 
and find four answers printed back 
back to the enigmas. 

The answers are about as far- 
stretched as the puzzles are childish 
Here are a few quotations : 


Strike the ir 


A Liar is not Needed 


to preach our bargains in clothing 
About three weeks ago we received a p 
chase of Men’s and Boys’ Suits and Ov: 
coats and Women’s Wraps, and now on 
about one-fourth of the stock remains to t: 
the tale. Most of our customers say 
saved them half—that’s enough. 

THE IRON IS NOW RED-HOT. 

A “bird in the hand,” ora few of the ma 
little things we can save you money on right 
now. 

The “tide is coming in,” or, in plain ; 
glish, staple groceries are advancing ; 
the chances are you will never again Ses t 
seven staples quoted below | as cheap | as n 


It is often a good idea to have yo 
circular or folder in a unique form ; 
but it is always exceedingly bad met!i- 
ods to have it so out-of-the-way that 
people can’t tell what you’re driving a‘ 
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Chis folder 
ledly bad, because you'll - it 
uund in every way possible before 
u see its drift, and because after you 
ve found the drift of the thing it 
sents no strong argument why you 
ould buy from them. They simply 
ke assertions, and not extra good 
ertions either. 
One of these little business essays is 
ry unpleasant. ‘‘Liar’’ isn’t a good 
rd to use in either your announce- 
nts or your conversation. A firm 
men who use the word in a prolific 
inner always give others the impres 
n that they are a little too familiar 
ith the word. 
It is doubtful whether one man out 
f a hundred who received this folder 
er took the trouble to find out what 
ill meant. 
*,* 
READY-MADE 
lo not write these ready-made ads. They are 
iken wherever they are found, and credit is 
wiven to the author when he is known. Contri 
butions of bright ads are solicited. The name 


ind address of the writer will be printed, if he 
wishes it to be.—Ep. P. I.] 


ADS 


For a Guile 


The Newest 


Cracker, Butter Thin, 


is a great success. Thin, deli- 

te, and of a rich, nutty flavor, obtained by 
liberal use of fine butter. The correct 
1g for ali social occasions. Soid, Fresh 
Crisp, by 


for a‘ lothing Store. 


‘Zero!”’ 
“Rough Weather!”’ 


W hen you read suc h a predic ti mn in your 
er you think of Storm Coats, and wish 
1 had provided yourself with one. From 
present time until ——— a special pri 
every Storm Coat in our stock, 
just the thing for rough weather. 
kes won’t hurt them, and a blizzard won't 
netrate them. Get one now and you will 
ig to read a prediction for “‘zero weather,”’ 
t for the sake of defying the elements, 


For a Piano Store. 


PIANOS. 


Now that confidence has been restored and 
e banks are full of money we wantgyour 
nfidence in us when we tell you that 
e selling better Pianos at less money aoe 
easier terms than ever before, and we 
int you to come at once and select a fine 
trumapt and draw enough of money from 
ir bank to pay for the same, and see if we 
not make it to yourinterestto do so. We 
ive in the way of a bargain a reliable Up- 
right Piano, as good as new in every particu- 
, that we will sell to you for only 


of Arnett & Co. is de-| 


| compulsion to keep 


| 


| ities 


| 


| lowest 


INK, 
For a China Store. 


A Quarter of a Dollar 


goes further i in buying here than 
anywhere else know of. W: laid out t 
make up a tat nag a 25-cent goods, bought lots 
woe ially for it, picked out pretty novelties 
from all over the store that were anywhere 
from 25c. to soc., and we’ve surprised our- 
selves at the assortment and the values. 
You'll! share our surprise if you “ walk in 
and look around.” 


For a General Store 
Our Store 
As You See It To-day 


is a wonderland beauty 

and bargains—full of sugg to gift 
Freshest of goods from home and 
A vast variety to select from 
articles and siyles not to > found 
Easy opportunities to see 
No solicitations to buy. No 
after you have bought, if 
not satisfied. Perfect satisfaction with qual 
Perfect confidence that prices are 


grandeur, 
-stions 
givers 
abroad 
Many 
anyw here e Ise. 
everything 


For a Book Store, 


Self crea ing Sunday-School 
Teacher's Bible, Oxford Edition, 
for just one do lar and fifty cents 
($1.50). Good, clear type and 
neat binding. Tosee one means 
to buy, as it is the greatest bar 
gain in the city. 


For a Shoe Store 


Our Waterproof Shoes 


business than any 
to think of Keep 
and what 


Rob the doctor of more 
one other thing possible 
your feet perfec ly dry and warm, 
excuse is there for getting sick ? 

Our Ladies’ W aterproof Shoe is 
appearing thing, with oceans of wear 
Made on the new coin and pointed toe 


a very 
nobby 
in it 
lasts. 
For men’s wear our waterproof foot-gear 


variety of styles and, 
] 


is made in a large 
lways, our prices for both men and 
hove been put through our sprinking ma- 


chine often “tnough to please the closest 
uye rs 


adies 


For a Hardware Store 


Skates 20c 


We have a nice lot of skates of all grades, 
at prices that are very reasonable. For 20¢ 
you skates that were formerly 
. There are not a great matiy 
of them, thous. so you had better come 
early 
SKATES SHARPENED, 


For a Shoe Store 


Don’t Catch Cold. 


Wear our winter shoe. Best because ab 
solutely waterproof, economical because it 
wears longest without losing its stylish ap 
pearance. Distinctively the tony shoe of 


| the season, 
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POPULARITY—< 


Is a good thing to consider in placing an adver- 
tising contract. Whether or not a newspaper 
possesses the confidence of its readers has a great 
deal to do towards bringing results to investors in 
advertising space, and this element should be 
placed closely to the circulation basis of figuring. 


| THE KANSAS 
/ CITY TIMES 


Possesses in a markéd degree the confidence of 
the people of the Southwest. It is the only Dem- 
ocratic daily of the metropolitan class west of St. 
Louis, covering Western Missouri, Kansas, South- 








! eastern Nebraska, Oklahoma and Indian Territory. 
; It has a guaranteed circulation of more than 





21,000 copies daily 


Its advertising rates are low and it does bring 
good results to advertisers. 


Send postal card for sample copy and advertising rates to 


bom arg” 
@ 


_ 





608 tue): 
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who has traveled in the 
West and they will tell 
you that they saw . 


fhe Salt Lake | 


Tribune 


.«s everywhere... 





Largest circulation between 
Denver and San Francisco. 
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The Copy Printed Below is Easier to Read. 


Office of Cuartes F. Jonrs, 
Advertisement Writer. 
Suite 217, Times-Herald Building. 
. Cuicaco, IIl., October 25, 1895. 
George P. Rowell & Co., Publishers Printers’ Ink, 10 Spruce street, New York City: 

GentL_emen—The very best advertisement that I can write for your publication is to 
give a little of my own experience. 

If my work is as good as some kind critics would lead the public to believe, it is largely 
due to Pruvrers’ Ink, as I have learned the greater portion of what I know about adver- 
tising from reading its pages. 

You will readily acknowledge that the information which I have gained must have been 
considerable when I state that in addition to promoting the publicity of a hundred or more 
firms located in various parts of this country, I also write all the advertisements for Mar- 
shall Field & Co., Chas. A. Stevens & Bros., Rennaker & Co., Florsheim Bros., George E. 
Marshall and C. F. Orr & Co., the six leading houses of Chicago in their respective lines. 
I estimate that the yearly sales of the various firms whom I represent amount to more than 
a hundred million dollars, and that the amount of money which they spend in placing the 
advertisements I write is a larger sum than is expended on the advertisements of any other 
one writer in America. ‘ 

Have I not, therefore, sufficient reason to believe that the careful study of Printers’ 
Inx is a good thing? 

I am glad that you are going to raise the price to $5, after the first of January, as | 
have always felt that I was giving you less than your due every time I have sent $2 to 

w my subscription for another year. Long may Privrers’ Inx flourish. 

Youss for shore business and better business through better advertising. 

Respectfully, Cuas. F. Jones 


. is the advertising for the New York Department Store of 
Steal largest enterprise of the sort in this world. 
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— 


Should Subscribe for 


rinters’ In 


«The Little Schoolmaster in the 
Art of Advertising.’ 


Printers’ Inx is a weekly journal which aims to reflect the current 
thought and indicates the tendencies in the art, s& ience and business of 
advertising. Its publishers spare no trouble or expense in securing articles 
from and interviews with the ablest and most experienced and successful 
advertisers and advertising men of the country It is recognized as the 
advertisers’ organ, and it is employed by them in the interchange and dis- 
cussion of ideas and suggestions which may further the interests of 
advertisers. 


Printers’ INK aims to supply hints and information interesting and a 
to both large and small a vertisers. Advertisements deemed worthy of it 
are from time to time reproduced in its columns and their good ond bad 
points intelligently discussed. The methods of successful advertisers are 
described ond comparisons made of the various results they obtain. Even 
the oldest and most experienced advertisers secure many valuable sugges- 
tions and ideas from a perusal of the articles by the many bright writers who 
contribute to its pages. 


Printers’ Ink believes that the most profitable form of advertising is that 
accomplished through the medium of the press, but it nevertheless pub- 
lishes much interesting matter in regard to other méthods of publicity 


Printers’ Inx is not noted for its bulkiness, its limited size being its 
special feature, but, like some small advertisements, its value is not dimin- 
ished thereb Its readers are not under the necessity of searching through 
a quantity of chaff in order to find a grain of wheat. 


Printers’ Ink relies for support on the subscriptions of advertisers and 
the advertising patronage of newspaper publishers. It includes among its 
subscribers the names of practically all the leading advertisers in the United 
States, and it is the recognized medium through which newspaper publishers 
may make known the merits of their own mediums to the advertisers of the 
country. 

The subscription price of Pryyrers’ Inx is $5 a year, but for $10 in ad- 
vance a subscription receipt Gace to the end of the century, Jan. 1, 1901. 
All orders should be addressed to 


PRINTERS’ INK, 10 Spruce St., New York. 






































PRINTERS’ INK. 


The Ripans Chemical Co. have 
a series of plates for 6-inch double- 
column illustrated advertisements, 
occupying a total space of 12 inches. 
An example of one of these adver- 
tisements is to be seen every week 
in the New York Sunday Sun. Pub- 
lishers who desire to insert this 
series of plates in payment for a 
larger number of Printers’ Ink 
coupons than can be obtained for the 
smaller advertisement (opposite) 
may quote rates, and the same 
will have careful consideration. 

The large plates are furnished 
with an interchangeable base, so 
that no composition is required and 
the matter is absolutely new for 
every issue. 

Address communications on 
this subject to 


PETER DOUGAN, Manager 
Printers’ Ink Advertising Bureau, 
10 Spruce St., New York. 










[Perna ar ranean eannannnnnanang 
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PRINTERS’ INK. 


Printers’ Ink Coupons 
in Exchange for Advertising. 


Any publisher in the United States or Canada 
who has use for a certain number of Printers’ /nk 
subscription coupons is at liberty to insert the 2%- 
inch advertisement printed below for one year at his 
regular yearly rates, and Prznters’ /nk coupons in 
payment will be sent to him as soon as his bill is 
received and the Ripans Chemical Co. report the 
first copy of his paper with advertisement duly in- 
serted. A copy 
of a Printers’ 





Ink 


R.[.P-A-N.S 


Packed Without Glass. 
TEN FOR FIVE CENTS. 


This special form of Ripans Tabules is prepared 
from the original prescription, but more econom 
ically put up for the purpose of meeting the 
universal modern demand for a low price. 

DIRECTIONS.—Take one at meal or bed 
time or whenever you feel poorly. Swallow it 
whole, with or without a mouthful of water. 

They cure all stomach troubles ; banish pain ; 
induce sleep ; proses life. An invaluable tonic 
Best Spring Medicine. No matter what’s the 
matter, one will do you good. One gives relief— 
a cute will result if directions are followed. 

The five-cent packages are not yet to be had of 
4i] dealers, although it is probable that almost 
any druggist will obtain a supply when requested 
by a customer to do so; but in any case a single 
carton, containing ten tabules, will be sent, post- 
age paid, to any address for five cents in stamps, 
forwarded to the Ripans Chemical Co., No. 10 
Spruce St., New York. Until the goods are thor 
oughly introduced to the trade, ntsand ped 
diers will be supplied at a price which wil! allow 
them a fair margin of profit, viz. : 1 dozen car- 
tons for 40 cente—by mail 45 cents. 12 dozen (144 
cartons) for $4.32—by mail for $4.82. 5 Pross (720 
cartons) for $20.52. 25 oss (3,600 cartons) for 
$100. Cash with the order in every case, and 
freight or express charges at the buyer’s cost. 


coupon, 
showing condi- 
tions, is printed 
herewith. 

It is a condi- 
tion of the 


| agreement that 


the paper shall 
be mailed reg- 


|ularly to the 


Ripans Chemi- 
cal Co., No. 10 
Spruce Street, 
New York, dur- 


4 


ing the entire 
year that the ad- 
vertisement ap- 
pears. 
Address 


PY *4ALABEABREABEEEAEABREAEEABLALEADSE 


Copy of Coupon Showing Conditions. 


Good to Bearer for Five Dollars 


Payable, if presented any time during the nineteenth 


all 
| correspondence 
to PeTrer Dov- 
GAN, Manager 


‘ 

¢ 

‘ 

¢ 

‘ 

‘ 

< 

¢ century, by a year’s subscription to 

« 

« 

‘ PRINTERS; INK 
‘ 9 
‘ em 

‘ A Fournal for Advertisers. 
< 

‘ 

‘ 

id 
< 
4 
¢ 


To be sent to the name and address written on the 


‘ back of this coupon. 


Printers’ Ink 
Advertising Bu- 
reau, 10 Spruce 

St., New York. 


Nore: An all-metai electrotype of the R'I-P-A'N’S advertisement wili be sent if wanted. 


Void if not presented at the office of Printers’ Inx, No. 
zo Spruce St., New York, before January 1st, rgor. 
Gevevvvvvvvev ere eee eee oe 


wee verve Eee 
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Cc. Dan Helm 
“Business Artist 

Bert M. Moses 

q Business Writer -b 






+ NEw York & Oct. 28, 1896. 
Messrs. Geo. P. Rowell & Co., RECEIVED 
OCT 30 1896 
10 Spruce Street, ‘Yew York, GEO. P. ROWELL 4 CO. 


Gent Lemen: -- 


We want to tell ve abo.t the results we obteined from our 
full-page advertisement in Printers’ Ink of Oct. 14, whic» cost us 
$100. That was the first announcement of the Pormation of our part- 
eershin, and we advertised in no other publication. The business men- 
tioned below mst of necessity be traced to it. The actual orders we 
received through that page advertisement were as follows: 

Pormulating an advertising eee for a District of Co- 


lumbia professional men . . «$ 25.00 
Series cof six illustrated postal cards fom a porular 

New York Magazine . . +"+ «+ « = +» + $0.00 
Booklet ror a “ew York State publication . . . + «+ + 18.50 
Two wash drawings, “ew York City . . - oe 40.00 
Drawing for a California concern . Eee > ale > Se 
Drawing for a Connecticut concern . 6.00 
Four illustrated medical advertisement 8, jew York city” . 3.00 
Six retail advertisements, “ashington, DP. C. . » 12.00 


One illustrated advertisement and one illustrated podtal 
card, New York State (there is a likelihood of our 
securing an order for eleven more postal cards) . . 16.34 





9222.83 

In addition to this we are in correspondence with prospec- 
tive clients from whom we believe we will secure orders amounting to 
over $100 more. This has been accomplished in the face of the fact 
that the whole world of business was waiting to see what the result 
would be when th. votes were counted. 

We have not had time to heay from England and other foreign 
countries. We would not be surprised “to get considerable tusiness from 
over the ocean. Best of all, the whole advertising world knows there 
is such a concern as Moses & Helm. 

We have not been so well: repaid through the advertisements we 
have been running in the classified department of your publication. It 
seems as though your reacers skipped them. Just why this should be so 
ws do not know. All we know is that it is so. 

We, shall want more large advertisements in Printers’ Ink. 


Yours truly, 


Mrorwre $hLn 





We did all this! 












PRINTERS’ INK, 


Any Newspaper 
Printed on this 
Continent: 


If there is a fact or quality 
that tends to give your paper a value, a fact 
or quality that you consider worth mention- 
ing to an advertiser when talking or writing 
to him, it will pay you to set it forth in a 
60-word (10-line) paragraph in the American 
Newspaper Directory for 1897. The cost 
($10) is but a small fraction of a cent for 
each copy of the Directory, and the privilege 
of having your statement inserted in the let- 


terpress on your own authority makes the 
book as helpful to you as it gould be if issued 
by yourself. 


ADDRESS EDITOR OF 


American Newspaper Directory, 


10 Spruce St., New York. 
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ee who asks for one or 
not necessary, as any- 
acceptable, 


The copy here shows @ form that is 


this blank will be furnished to 
of filling up a statement; but the 
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To Newspaper Publishers 
$200 REDUCED TO $50. 


For a page advertisement in the American Newspaper 
Directory, with a position in the body of the book, facing the 
page of letterpress where the paper is itself described by the 
editor of the Directory, the charge in 1895 was $200; in 1896, 
$150; but in the edition for 1897 it is reduced to $50; and at 
that price these special pages seem to be going off rather fast, 
it being an axiom, of course, that when the page opposite the 
description of a paper has been sold to one publisher, no other 
paper described on the same page can have it. That being the 
case, it is rather important that the publisher who actually 
wants to occupy the page opposite the description of his own 
paper, or opposite the page where the papers of his city are 
described, should hurry up and get his order in before some- 
body else has gotten ahead of him. 


A circulation statement, filled in on the sheet furnished by the editor of the Directory 
for the purpose, can be reproduced by photographic process, reduced to the exact size of a 
page of the American Newspaper Directory, or of Printers’ Inx. It is perfectly legible 
when so reproduced, (See sample reproduction printed on the opposite page.) The pub- 
lisher who desires to have such a fac-simile of his annua! circulation statement appear as an 
advertisement in the American Newspaper Directory can do so. The cost of making such 
a reproduction is only two dollars. For the purpose of encouraging newspaper proprietors 
to place their annnal circulation statements prominently before advertisers, the publishers 
of the American Newspaper Directory have arranged to have appear in an early issue of 
Printers’ Ink, without charge, every circulation table Which is ordered for insertion in the 
American Newspaper Directory for 1897. The insertion in Privters’ Ink, here promised, 
without charge, will be given in the belief that every such statement, made by a prominent 
publisher, is of considerable interest to advertisers generally, and is, on that account, en- 
titled to space in Printers’ Ink, which isa journal for advertisers. The publisher who or 
ders a plate made showing a photographic representation of his circulation statement can 
have a duplicate plate for his own use at home at a cost of one dollar, including postage or 
expressage on same. The publisher who sends a check for $50, accompanying his circula- 
tion statement, will be given a receipt for the insertion in the Directory and in Prirrers’ 
Ink and an extra plate for his own use, all without any charge beyond the $50, if paid as 
specified. Whenever a circulation statement is ordered to appear on a page of the Ameri- 
can Newspaper Directory as above, ghe position assigned to it will in every case be ona 
page opposite the page wherein the paper itself is described, unless that position has been 
previously taken. The choicest position in every case will be accorded to the publisher who 
sends the earliest order, but to the publisher who sends in an order at a later date the best 
position will be accorded that remains unsold at the moment his order comes to hand. 
Publishers must not fail to take note that what is wanted is a statement of the actual num- 
ber of complete copies printed of every issue during the entire year 1896, and not for any 
other time, earlier or later, longer or shorter, it being of prime importance that circulations 
to be compared shall be based on reports covering the same period. Address all orders to 
GEO. P. ROWELL & CO., Pubs. American Newspaper Directory, 10 Spruce St., New York. 
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Will be published upon the following platform: 


1. 
2. 


4 


7. 


10. 


il. 
12. 
13. 


The American Newspaper Directory is a book for Advertisers. 

The most important information conveyed by the American Newspaper Directory 

that concerning the circulation of newspapers. 

To convey information about circulation in such a way that its correctness cannot 
d, it is ry to decide in advance the basis upon which the facts are t 





stand. 
That the comparative value of one paper taken with another may be readily arrive 

at, the facts concerning the circulation of each should be given for a corresponding 
period, 

For the American Newspaper Directory for 1897, it is decided that the period fo: 
which the circulation of a paper may be given to the best interest of an advertise 

will be the entire year preceding, viz., the year 1896. 

What an advertiser is most interester| in knowing after all is what the circulation of 


the paper will be in 1897 or 1898, because his contract will run wholly in these years, 


and not in 1896. 
The advertiser who obtains information from the Directory concerning the circulation 
ot a paper in 1896, will believe a canvasser’s statement of what it will be in 1897 or 
1898 if the claim seems reasonable in connection with the facts as shown for 1896. 
A publisher's st as to what his circulation is going to be is interesting to an 
advertiser, but as it can only be based upon a publisher’s belief, it cannot be told by 
the editor of the pavaabery on the authority of the Directory, but may appear ia the 
Directory immediately following catalogue description of the paper, as a statement 
for which the publisher of the paper assumes the responsibility. 
A statement of what the circulatien_of the paper is going to be is an advertisement, 
and should appear in the Directory and be paid for as such, and be so designated. 
The privilege of inserting such an advertisement as an integral part of the letterpress 
makes the Directory as useful for each newspaper man as would be a directory pub- 
lished by himself exclusively for his own benefit alone. 
On the plan here outlined there is and can be no conflict of authority between the 
statements of the publishers of the Directory and the publisher of the paper. 
Papers not issuing regularly so many as a thousand copies are not specially to be 
considered, as they are below the unit of value. 
If there is a fact or quality that tends to give a paper a value, a fact or quality that 
is considered worth mentioning to an advertiser when talking or writing to him, it 
will pay to set it forth in a 60-word ‘1o-line) paragraph in the American Newspaper 
Directory for 1897. The cost ($10) is but a small fraction of a cent for each copy of 
the Directory, and the privilege of having such a statement inserted in the letter 
oy] on the publisher's own authority makes the book as helpful to him as it could 
if he issued it. 


Statements of circulation covering the year 1896 





should be sent to the editor of the American News- 
paper Directory not later than January 16th to be 
CERTAIN to have attention, but statements re- 
ceived even as late as the first of April (covering the 
year 1896 only) will be LIKELY to have attention. 


Address all communications to 
GEO. P. ROWELL & CO., 

Publishers of THz American NewspaPer Directory. 

No. so Spruce Street, New York. 
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American Newspaper Directory for 1897. 


Circulation ratings are 
of necessity based upon 


issues for a year that is| 





passed, 


and can 
absolute 


This is known 
be stated with 


certainty. 


The interest of the ad- 
vertiser is centered, how-| 
ever, upon the issues that 
will be put forth for a 


year to come. 





This information, stated 
upon the authority of 
publisher, to follow im- 
mediately the description 
and rating of the paper 
may be had as shown in 


next column. 


Such announcements 
in the American Newspa-) 
ver Directory make the 
book more interesting and 
instructive, and the privi- 
lege of inserting them is 
valuable to every paper) 
that possesses any particu- 
lar merit that would thus| 


attract the attention or}! 
interest of an advertiser. | 


All orders are payable in cash when the 
book is delivered, but ten per cent may be 
deducted for cash w wrth the order. 


FOR $10. oo. 
A publisher wishing to insert a state- 
ment of ten lines (60 words) or less 
|in the column with and following the 
description of his paper, may do so at 
{the nominal price of ten dollars, 
which price will include a copy of the 


Directory, to be delivered at his own 


| office, all carriage expenses prepaid. 


kb *.. . 
| Additional matter may be inserted at 
|'$1.00 per line. An example is here 


| shown : 
NEWS; every evening except Sunday , 
democratic ; eight ages 18x24; subscription 
| $5; established 1 Daily News Co., editors 
and —- Circulation has varied from 
G in 1891 to H in 18%. Adrertisement.—The 
BIRMINGHsaM News Offers to advertisers the 
largest and best circulation of any daily in 
Alabama. Local advertisers who best know its 
value use it to a far greater extent than any 
other Alabama paper—the best possible proof 
that it pays the advertiser. Itsactual average 
daily circulation during March, 1896, was 7,097. 





Small portraits or pictures of newspaper 
buildings will be inserted as heretofore for 
$10 each, the price including copy of book 
delivered free. The nec essary drawing or re- 
production can be made from a photogrs aph or 
hes picture, and for this work there will be 
noextracharge. It would appear that a pub- 
lisher who owns an office building worthy of 
illustration, or who desires that his face shall 
become known to advertisers and others, may 
wisely avail himself of the privilege here 
offered. The cut must not exceed one inch 
in length or width, and be subject to the 
approval of the anes the Directory. An 
example is here show 
EVENING W INCON SIN; every 
vening except Sun- 
ian day, and WISCON- 
f . : SIN, Saturdays; > 
publican; eight 
paw subscri tion — 


Evening Wisconsin 
Co., editurs and pub- 
lishers; circulation — 
daily EK, weekly E. 
Has varied = tail 
D, wee a} » in 1 

= golty weekly E. 


FOR 815.00 
The small portrait or picture referred to 
above,and aften-line announcement, including 
one copy of the book delivered free, may all 
be hz ad for $15.00, with additional matter at 
$1.00 a line. 


DISPLAY ADs, 
Diviey advertisetn@mts may also be in- 


serted in the letterpfe$s portion, on the same 


| page with or opposite the description of the 


paper. One page, $50; half-page, $30; 
quarter-page, $20. Display advertisements 
| are accorded the hest position remaining un- 
sold at the moment the order is booked. 


A copy of the Directory will be sent free, 
| carriage paid, to every advertiser in the book. 





SORTER SRE FY 
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QUESTIONS AND ANSWERS 


Office of E. C. DAkg’s 
ADVERTISING AGENCY, 

64 and 65 Merchants Exchange. Adver- 
tisements placed in any part of the 
United States, Mexico, South and Cen- 
tral America, British Possessions and 
the Hawaiian Islands. 

San FrANcIscO, Cal., Dec. 5, 1896. 

Messrs. Geo. P. Rowell & Co.: 
GENTLEMEN—This afternoon one of the 

owners and business manager of the San 
ran 0, Cal, Ar . Mr. Stanton, 

called at this agency and handed me a circu- 
lar from your firm notifying publishers to 
send on statement for American Newspaper 

Directory for 1897, the 29th year. Mr. Stanton 

remarked that, as I was always quoting the 

American Newspaper Directory and knew as 

much about the Argonaut as he did, would I 

not in this one instance attend to it for him. 

Of course a great many other things were 

said and quite an animated discussion took 
lace, as this is outside of my province, still 
feel to be as friendly to Mr. Stanton as pos- 

sible. I asked him the subscription of the 
opener’ at this time by mail. He said that 

“ When I last saw the books it was little over 

11,000 but that it was to-day 9,153, and by car- 

rier 2,000, and the San Francisco News Com- 

pany used larly 5,000. and that I could 
call at the office at any time I wished and 

examine the books.” This would give a 

weekly circulation of little over 16,000 copies. 

Now, their weekly sales over the counter and 

through periodical stores and news depots 

throughout the country and the street sales 

mat from 4,000 to 6,000 (this 
shows some falling off, as the sales through 
these last three sources some two years ago 
averaged nearly 8,000). Now, I told Mr. Stan- 
ton that he was like a great many other pub- 
lishers who would get very nervous and 
touchy if they were asked to sit down and 
make a detailed statement, giving the exact 

number for each week during the year, 52 

weeks, and yet here was a directory contain- 

ing information not alone of the newspaper 
but, as you may say, of the resources, the 
locati di population, etc., of every 
town and county and State in the United 

States and other countries, and then it must 

as best itcould give the circulation of each 

paper, how often issued, what politics;how 
many and often the sizeof each page— 

a wor 

sale tha 
















at could not possibly pay with a 

that did not reach nearly 1,000,000. I 
would not like to be at the expense of getting 
up such a work and depend upon circulation 
for reimbursement, and that if he expected 








not write, 
with letter E (exceeding 1 
agree e a full page advertisement op- 
posite the description of Argonaut, and 
would send you $50 for the same, or would 
authorize me to do so, I would write you. 
He gave me the order and there is no com- 
mission to come from_this to me. This 
amount is net to you. My only reason for 
asking him to take a page was because I 
think the American News r Directory is 
a benefit to the publisher and inas- 
much as he likes to have his = truthfully 
rated, or at least if not fully rated, fairly 
rated, and takes pride in seeing his paper 
style in the Directory, 
f he is not so rated 









be willing to contribute something 

toward the expenses of such a publication 
as the American Newspaper Directory. This 
was my only reason for speaking or men- 
tioning a adv, ent to him. Of 
course I wo see Argonaut 
rated fairly and ju id believe the letter 
Eto be a fair rating for this publication. On 
other hand, I believe it no more than fair 
‘or a wealthy publication that aspires to be 
the leading literary paper of the coast to be 
willing to their share toward covering the 
best newspaper directory ex- 





- expenses of 


tant. Don’t fail to mail me copy for 1897, with 
bill, when the 29th year is issued. U pon rece); 
of your answer that you are satisfied that t!, 
spone is entitled to be rated letter E | 
will fill out the inclosed blank, the one yo 
inclose, “ Publisher’s Announcement,” or 
have Mr. Stanton fill it out and forward it o 
to you. Respectfully, E. C. Dakx. 


Mr. E. C. Dake: 

Dear Sir—Your letter of December 5t 
has been carefully read, and we thank y: 
for your kindly words in behalf of the Ame 
ican Newspaper Directory. In the matter 
circulation rating to be accorded to the A, 
gonaut or any other paper it has to be di 
posed of by rule. Below is the rating a: 
description of the Argonaut as it must aj 
pear in the absence of a detailed report 
the output for the entire year 1896, made ou 
about in accordance with the plan indicate 
by the inclosed blank (see opposite page). 

ARGONAUT; Mondays; independent; 
sixteen pages 11x16; subscription $4; estab 
lished 1877; Argonaut Publishing Co., editors 
and ublishers; circulation has varied 
from E in 1392 to F in 189%. Office, 213 Grant 
avenue. 

With such a report on file (see opposit: 
page) the exact figures of the Argonaut 
circulation in 1896 will be added to the infor 
mation given concerning preceding years. 

This is the rule that binds the compilers of 
the Directory, and it applies, as you appear 
to fully understand, exactly the same 
whether the paper has an advertisement in 
the Directory of a page, a half page, a 
quarter page, ten lines oF none at all. 

Your arguments concerning the insertion 
of an advertisement are partly sound. It is 
true that the sales of the Directory are not 
large enough to repay the cost of publication, 
ant advertisements have to be depended 
upon to make up the deficiency and pay an 
equitable profit. Without advertisements 
the publication of the book is not possible 
Notwithstanding this, however, no one 
should be expected to advertise in the book 
if the advertising is not likely to be worth to 
him what it costs. 

The Argonaut can have a full page oppo- 
site the letterpress description if the order 
comes before some other paper has secured 
that particular position, or half a page or a 
quarter page, either opposite or on the same 
page with the description, the prices for the 
space being $50, $30 or $20, according to the 
space used. Or the Argonaut can, for $10, 
have ten lines immediately following the let 
terpress description, with a privilege of using 
all the additional space desired at $1 a line, 
and an order for either sort of an advert se- 
ment will entitle the Argonaut to a copy of 
the book, delivered, without further cost 
The Argonaut can reduce the cost of the ad- 
vertising one-tenth by sending check with 
order in full payment. No advertisement 
will be inserted in the body of the book on 
any other terms than for actual cash. 

We think we make it plain to you that ad 
vertisements are desired. 

We think that for a good paper the adver 
taing is worth more than the price demanded 

or it. 

We think we also make it plain that adver 
i or no adverti t the circulation 
rating will be exactly the same. 

Thanking you for your friendly interest 
weare, Your obedient servants, 

Geo. P. Rowe. & Co., 
Pubs, American Newspaper Directory. 
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ITHAS BEEN SUC. 


vested to us by large advertisers from time to time, and occasion- 
ally by a publisher of a conspicuous newspaper, that to add to our 

isiness as publishers of the American Newspaper Directory, a 
lepartment that would deal with newspaper circulations, precisely 
isthe mercantile agencies do with commercial credits, the service 
would be a valuable one for which subscribers would be willing to 
pay an adequate price. The American Newspaper Directory of 
to-day renders to an advertiser about the same service concerning 
newspaper circulations that the Dun or Bradstreet Reference 
Books do to the merchant in matters of mercantile credit; but the 
mercantile agencies perform a further service fortheir customers 
y holding themselves at all times prepared to give out latest in- 
formation up to date, the same being conveyed under the seal of 
onfidence. For such service the mercantile agencies demand 
compensation varying from $25 to $2,500 per year, and in some 
instances even more than the larger sum, there being examples 
of mercantile houses who pay as much as $5,000 a year to each 
if the agencies for such service, besides conducting pretty com- 
plete credit bureaux of their Own. 

The publication of the American Newspaper Directory is 
not now sufficiently profitable to warrant continuance as a busi- 
ness enterprise, and it will not be continued on present lines 
after the issue for 1897. Since its publishers adopted the plan 
f guaranteeing the accuracy of newspaper circulations, when 
based on a publisher’s statement, and paying a reward for every 
case where a publisher is proved to have furnished an untruth- 
ful circulation report, there has been a marked tendency among 
leading newspapers and associations of publishers not only to 
refrain from patronizing the advertising pages of the Directory, 
but to discourage others from doing so by entering into com- 
pacts binding the associated members to withhold patronage 
and countenance. It is true of the Directory, as of many news- 
papers, that without advertisements its publication cannot be 
profitably sustained. ° 

The object of publishing this statement at this time is to 
lirect attention to the subject and bring out an expression of 
views. Is there a field for such an enterprise as is outlined 
vere? Are there advertisers enough, or publishers enough, who 
would be interested to the extent of a subscription of from $100 
to $250 a year for a special service and written reports up to 
date whenever called for ? 

A sufficient number wguld mean not less than one hundred. 

Are there so many? 

Communications on the subject are invited. 


wocodt? HBP. Lt77e— 


DzceMBER 10TH, 1896. No. 10 Spruce St., New York. 
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To the Local Reporter, or the Ad-Smith. 


Every week the Ripans Chemical Co., No. 10 Spruce Street, New York, sends a mantel clock (a 
pretty and serviceable time-piece) to those persons who report an interesting case of some on: 
who been benefited by the use of Ripans labules. True records of cures or relief resulting 
from the use of Ripans Tabules make effective appeals to others suffering in the same way an‘ 
likely to be cured by the same means. Those who are best acquainted with the wide range of their 
application and the wonderful curative qualities of Ripans Tabules are generally only too glad i 
become the means of making known to other sufferers the remedy that has benefited 
them. The ad-emith who accompanies the story he sends with an acceptable drawing suitab| 
for reproduction gets $4 in cash for the drawing or $1 for an outline suggestion for a carawing, al 
of which, if not used will be returned if requ > e name and address of the person giving th: 
testimonial should always be given, not tor publication but to make possible a verification of 

as low is given a case that illustrates what is wanted. 

Ripans Tabules are classei as a high-grade and high-priced article, and are not to be found 
at every small and inconspicuous drug store, but may always be had at the best stores in the town or 
city, those nearest the center of the best sg oy or on the lines of travel. aes also always 
be by mail by remitting the price to Ripans Chemical Co., No. 10 Spruce St., New York. 


the 














A lady 43 years of age, residing at Perrvsville, Ohio, 
mec hay one who saw me about six months ago never 
thought | would be alive to-day. | looked like a ghost, and 
I couldn’t eat or sleep on account of having malaria so bad. 
I had chronic indigestion. was dizzy about all the time. 
Medicine did not help me any. | spent so much on doctors 
I was clear discouraged. A neighbor told me about 


Ripans Tabules 


so | bought a package at the drug store. I got better from 
the first dose. Now / am able to do all mv housework mvself. 
I tell everybody to use Ripans Tabules and:save doctor bills.”” 
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— Hard 


before you spend all your money on any 
plan of advertising that leaves out the Street 


Cars. 
The facts are that a great many hard 
thinkers like yourself are using the 


Street Cars 


and making money. 


Write us ff you are interested. 


.GEORGE KISSAM & CO., 


253 Broadway, New York, 
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t n the Front Rank 
of Progress. 


Des Moines Daily News 


FOR EVERY PUBLICATION 
DAY OF THE YEAR 1896. 














CIRCULATION OF THE DES MOINES DAILY ‘NEWS 
FOR THE YEAR 1896. 


























DaTE. Jan. Fes. | MAR.) A. APR. pe. | MAY. JUNE Jury} AUG. |Seer.| Oct Nov.| Dec. 
1 12115 13580) * 14680| 14600) 14750 — — 16100| # 15670 
2 12350 * 14680) 14800] 14560) 14980) 15150) * | 15260| 15750) 15120 
3 12185) 13575) 14800) 14800) * 14980) 15175, 15140 15020) 15150 
+ rt 14590| 15000) 14950) 14500) 16250) —...| 15080 ® 21300} 15220 
5 * | 14760) 15000) * 1 1 . 15140 15360} 18060) 15350 
6 15100| 15150) 14500) 14900) 15200 « 15220' 15800) * 

7 12370 13660| 14950) 14900| 14850 15200) 16345, 15650} 15040| 16300) 15510 

8 12395 13770) * 14850} 16000) 15150) 15100) 15285) 15610) 15630) * 15030 

9 1245, * 14865] 14800) 14600) 15275| 16350| * | 15120} 15710) 15180 

10 12950 13465) 15150\ 14550) * 15050| 16850) 15225, 15020) 15900) 15170 

rT 12825 14155: 14860} 14630) 15100] 15140) 15270) 15500) 1 

12 . 14200/ 14950) * 14500 * 15050 15130) 15620) 15100 

13 12765 13780] 14900] 14810] 14500 15100} 15110) 15160) 1 * 

“4 12975 13600) 14850) 14775) 14800) * 15260) 15160) 16100) 15350 

15 12965 14110) * 14700| 14500 16120] 15205 l 16080 

16 e 14780) 14700] 14700| 15160) 1 . 15150! 15450) 15030) 

1 13000, 14975] 14950| 14 | 15600) 15135) 15140) 1 15700 

18 13220 13880) 14900] 14800) 14600) 16500) 1 15105, * 15670) 15130) 

19 * 14200/ 14950) * 14500, 15200) 15165) 15120) 15550) 1 1 
12800 14050) 15650) 15000] 14700| 16200) 15110) * 16880/ 16320) * 

21 13080, 15800) 15420) 1 4550) * 15135| 15100) 16120 50) 16340| 15510 
13080 14800) * | 15215} 1 15750) * 

23 13000) * 15100} 14900) 15100) 15300) 15150) * | 15830) 15680) 15730 
4 13200 14390| 14910] 1 * 15270) 15150 17250| 16450 
25 13300, 14320) 14850) 14600) 21150) 15350) 15445) 15120) 15620) * 
26 * | 14675] 15600) * 15260| 15675) * | 15400 15530) 15100] 15250 
27 13180, 15015| 15200) 14620) | 15365 15085 15450) 15250 
28 13155 14580) 15000| 14600) 17100) * 15840| 15087 15650| 18450) 15680 
29 13785. 14600| 14700) 15600] 15565) 15005) 15620) * 1 
30 13850 * 15250) 14600) 14825) 15425) 19325) * | 15850) 15250) 16150 
3 13620 * | 14850)" | * v=-| 16845) 15080 16550} ..| 1 

Total .. .. |348470 354440) 391055 |384295 391015 | 397496 |397905 395668 (398170 421240] 403200 403260 

Average ] 
for month.| 12906 wan 15040) 14780| 15036) 15288) 15904 seis! 15315] 15601| sera 15510] 























* Indicates 
gupdays and Daily average for 12 months, 15,019. 





I, P. B. Durley, treasurer of the Des Moines News Company, on ——~ 
state that the above statement is trye and correct. 1 further de 
and say that the number of papers iled in printing, left over, an a 
turned unsold averaged less than + day, all ay wing "used in 
the regular, bona fide circulation of the paper. RLEY. 

Subscribed and sworn to before me this Ist da a January, 1897. 

F. 8. DUNSHEE, Notary Public, Polk County, lowa. 


I, Elijah Opdyke, foreman of the press-room of the Des Moines Daily 
News, on oath state that the foregoin; pee a correct report of the number 
of copies of The Daily News printed during 1896. ELIJAH OPDYKE. 

Subscribed one owes to before me this Ist day of January, 1897. 
> en tanec Public, olk County, lowa. 








Eastern Office: 150 ‘Nassau ‘Street, New York City. 














